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@ Man-of-the-Month: 
William H. Sherman 


Veteran members of the 
69-year-old New York 
State Canners & Freezers 
Association will tell you 
that its long life and con- 
sistant growth have been 
due largely to the fine 
caliber of its secretaries 
they're especially proud of 
Bill Sherman. Page 58. 


@ Tree Boosts 

Sales 400% 

Five-year improvement 
program will double pres- 
ent production rates and 
enable company to meet 
expanding sales require- 
ments. Page 24. 


Christmas 

Packaging 

Splendid assortment of 
Yule packages makes it 
easy for you to say Merry 
Christmas! Page 32. 


Importance of 

Fill Weights 

QC technologist should 
check head space, brine 
content, and net weight 
for quality & economy. 
Page 34. 
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MANY Styles AND Sines 


... BUT ALL ANCHORGLASS CONTAINERS 
HAVE THE SAME QUALITIES 


HEY are uniformly strong, tough, dependable 
lightweight glass containers—high in chemical 
durability, accurate in dimensions, ¢ apacity and finish. 
They are designed to withstand the knocks of modern 


high speed production lines, handling and transportation. 


Anchorglass containers are the result of practical 
engineered designs, careful selection and control of 
raw materials, uniform distribution of glass, precise 
temperature control in annealing and thorough quality 


control through laboratory tests and regular inspections. 


If you package or contemplate packaging in glass let 
us send you sample containers with suitable closures 
for your particular needs. The services of our Package 
Engineering and Research Laboratories are also avail- 


able to help you solve glass packaging problems. 


Anchorglass® Olive Jars are available in 


Tall and Paragon styles, in 7 sizes ranging from 


34 to 16 ounces. The popular Paragon style, 


illustrated at right, is ideal, also, for pickles, a 


GLASS CORPORATION 
LANCASTER, OHIO 
* 
The Most Famous Name in Glass 
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— science of producing better cans, safer 
cans—Heekin Product Planned Cans for food 


processors—goes far beyond the production line, 


f LY, When your cannery does business with Heekin, 
— 
your cans are planned, tested and produced for 
\ your product. To learn more about it—write us. 
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PFIZER CITRIC ACID 


@ The fact that there is no water of crys- 
tallization in Pfizer Citric Acid U.S.P. 
Anhydrous can mean lower citric costs for 
you. Here’s the way it works.. 

First... you drop the freight costs on 814 
Ibs. for each 100 lbs. of the hydrous form 
you have been ordering. 

Second... Citric Acid U.S.P. Anhydrous 
costs less on an actual acid basis. You save 
more than *¢ per lb. by buying it. 


let’s taik Citric! 


drop 


water 
from 
your 
Citric 
costs... 


use 
U.S.P. ANHYDROUS 


Third...you cut storage and handling 
costs since you'll be handling one drum less 
out of five. 

Fourth...sinece Citric Acid Anhydrous 
never dries out, nor does it absorb water 
under normal storage conditions, you get 
more uniform composition in your products. 


The next time you order, specify the 
product that helps you cut citric costs— 
Pfizer Citric Acid U.S.P. Anhydrous. 


CHAS. PFIZER & CO., INC. 
630 Flushing Avenue, Brooklyn 6, N. Y. 
Branch Offices: Chicago, III; San Francisco, Calif; 
Vernon, Calif; Atlanta, Ga. 


Manufacturing Chemists for Over 100 Years 
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Events to Come 


Dec. 2-3. Michigan Canners and 
Freezers Assn., fall meeting, Pantlind 
Hotel, Grand Rapids. 


Dec. 2-3. Tri-State Packers’ Assn., 
annual convention, Lord Baltimore 
Hotel, Baltimore, Md. 


Dec. 7. Maine Canners’ Assn., an- 
nual meeting, Falmouth Hotel, Port- 
land. 


Dec. 7. Minnesota Canners Assn., 
{8th annual convention, Hotel Radis- 
son, Minneapolis. 


Dec. 9-10. New York State Canners 
and Freezers Assn., Inc., 69th annual 
convention, Hotel Statler, Buffalo. 


Dec. 16-17. Ohio Canners Assn., 
47th annual convention, Neil House, 
Columbus. 


1955 


Jan. 10-13. Northwest Frozen 
Foods Assn. (Jan. 10-11) and North- 
west Canners Assn. (Jan. 12-13) meet- 
ing consecutively, Olympic Hotel, 
Seattle, Wash. 


Jan. 12-13. lowa-Nebraska canners 
short course, Memorial Union, lowa 
State College, Ames 


Jan. 18-20. University of Maryland, 
6th annual workshop for food proc- 
Horticulture Dept., College 


essors, 


Park 


Jan. 27-28. Canners League of Cali- 
fornia, annual fruit & vegetable 
sample cutting, Fairmont Hotel, San 
Francisco. 


Feb. 1-2, Minnesota Canners Assn., 
8th annual canners & fieldmen’s short 
course, Leamington Hotel, Minneapo- 
lis 


Feb. 3-4. Western Frozen Food 
Processors Assn., llth annual meet- 
ing, Hotel Senator, Sacramento, Calif. 


Feb. 18. National Pickle Packers 
Assn., winter meeting, Drake Hotel, 
Chicago 


Feb. 19-23. National Canners Assn., 
18th annual meeting, with Canning 
Machinery & Supplies Assn. and Na- 
tional Food Sakon Assn., Conrad 


Hilton Hotel, Chicago. 


Feb. 22-24. Michigan State College, 
technical school for pickle and kraut 
manufacturers, Kellogg Center, East 
Lansing 


Mar. 13-16. National Frozen Food 
Convention & Exposition, sponsored 
jointly by National Assn. of Frozen 
Food Packers and National Whole- 
sale Frozen Food Distributors, Con- 
rad Hilton Hotel, Chicago 





Frozen Orange Juice Concentrate is so delicious that, 
if you ever have the misfortune to run out, you can 
expect quite a scene around the house. Snow Crop 
provides a healthful, taste-tempting source of the 
daily supply of Vitamin C for everyone — even 


babies. 


is proud of the privilege to act as a can supplier for 
the Snow Crop folks. An ever-growing number of 
leading canners, like Snow Crop, are daily finding 
out that the recent consolidation of all Crown’s 
= Distributed by 
» Snow Crop Division, 
; F Clinton Foods Inc., 
in cans and service. Among the new service-benefits New York City 


world-wide resources and facilities assures the finest 


now accruing to Crown customers: tighter quality 
control——expanded product development work— 
greater lithography facilities——valuable laboratory 
and field research. We'd appreciate the opportunity 


to tell you about these advantages. 


One of Cmoiaei Largull Cin Mtaniefactiat CROWN CORK & SEAL COMPANY, INC. 


CROWN CAN DIVISION 


PHILADELPHIA ¢ CHICAGO « ORLANDO « NEW YORK «© BALTIMORE «@ BOSTON ¢ ST. LOUIS ¢ SAN FRANCISCO 
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q “See How You Can Save ‘ 
with Modern, Specialized | 


\ FMC Can Handling - 
Equipment 


7 


THE FMC “STACKMATIC” PALLET UNLOADER automatically 
and continuously unloads bright cans from pellets, single-files them 
to labelers at 600 or more cans per minute. 


If you move canned products in any volume, it will pay 
you to get acquainted with the specialized FMC Can Han- 
dling Equipment shown or briefly described here. Each piece 
has been specifically designed and engineered to: 
. Speed up canning line operations 
. Cut handling costs and manpower 

Provide smooth, uniform handling 

4. Eliminate can and product damage 

These are a few of the many ways you save with FMC Can 
Handling Equipment — s: avings that help build bigger profits 
for you! And once you've installed this equipment, you're 
in for the added benefits of low operating and maintenance 
costs through years of continuous service. 

You can rely on FMC for quality. 


l 
2 
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FMC’s NON-SHOCK CASER automatically cases cans fast 
(up to 1,200 cases per hour)—limited only by the speed of the 
operator. It's gentle to cans, labels and products, cuts costs 


OTHER FMC CAN HANDLING EQUIPMENT 

@ FMC AIR BLAST CAN DRYER literally blasts cans dry at speeds up 
to 450 cpm, depending on can size. Permits immediote labeling 
and casing. 

Write for full information, or call your @ FMC KYLER CASER, motor driven and hand operated models, com- 

‘ : bine simplicity and ruggedness, are efficiently adaptable to small 
nearest FMC representative capacity operations. 

@ FMC KYLER LABELERS apply spot or wrap-cround labels on any 
type of round container with high speed and accuracy. Adjustable 
and non-adjustable models. 

@ FMC CAN UNSCRAMBLER speeds up delivery of filled cans from 
retort crate or shipping case to labeler or caser, 

@ PMC UNIVERSAL CAN WASHER quickly and thoroughly removes 
all dirt, dust and grime accumulated in empty cans through storage 
and handling. 


FOOD MACHINERY AND CHEMICAL CORPORATION 
Canning Machinery Division 


General Sales Offices: 
WESTERN: SAN JOSE , CALIFORNIA EASTERN: HOOPESTON, ILLINOIS 
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Successful When Canco’s full-color consumer advertising campaign 


in major magazines began last April, we knew the ads would 
ithe receive a lot of attention from the public and from 
advertising... 


the canning industry. But even we were not prepared 


for the overwhelming success of this colorful campaign. 


for you! 


Readership studies indicate that these ads are read by 

literally mallions of women. When asked what the ads said, 
women readers responded with spontaneous comments 

like these: “Cans keep vegetables and fruits looking 
fresh”... “It’s easy to prepare a full meal out of cans 

these days”... .“‘Canned foods are economical and convenient”’. 
“The can can be left open—saves time and space”’.. 


“They only put choice foods in these cans.” 


Packers and retailers who have staged promotions based 
on individual ads in this series have written to tell us 


of their great pulling power. 


We are gratified to know that this consumer advertising 

is so enthusiastically received by the public—and 

so helpful to the entire canning industry. And we are 
planning to continue this unique program in 1955, 

Watch for announcements soon—you’ll want to know about 


our plans in time to tie in with your own brand promotion. 


Go first to the people who are irst! 


AMERICAN 
CAN 
COMPANY 


= 


New York, Chicago, San Francisco; Hamilton, Canada 
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W. D. Cornell Dan Ridenour 


William D. Cornell has joined Chisholm- 
Ryder Co., Inc., Niagara Falls, as chief 
engineer. He was formerly head of the 
technical services section of American 
Machine and Foundry Co. 


Dan Ridenour was recently named to 
head the Product Development and Ap- 
plication Division of the Wm. J. Stange 
Co., Chicago. He joins Stange after 12 
years with Anchor Hocking Glass Co. 


J. E. Sellers has been appointed to the 
executive staff of White-Stokes Co., 
Chicago, in the capacity of technical 
advisor 


Louis G. Buettner, formerly with the 
American Meat Institute Foundation, has 
been appointed technical service rep 
resentative for the Amino Products 
Division of International Minerals & 
Chemical Corp., Chicago 


A. O. Degling, formerly general man- 
ager of American Can Co.'s engineering 
department, has been elected vice-pres- 
ident in charge of purchasing and traf- 
fic. L. A. Britzke, formerly assistant 
general manager of engineering, is now 
general manager of engineering 


Taylor Instrument Companies has ap 
pointed Joseph S. Detwiler to the posi- 
toin of export manager to succeed John 
H. Neubert, who will retire in February 
1955. Succeeding Detwiler as divisional 
sales manager will be -Granville F. Bar- 
num, formerly in charge of the sale of 
process control instruments to the dairy 
industry. 


Dr. Walter O. Lundberg, executive di 
rector of the Hormel Institute and pro- 
fessor of agricultural biochemistry in the 
University of Minnesota, has been elect 
ed chairman of the American Chemical 
Society's Division of Agricultural and 
Food Chemistry for 1955. Dr. Albert L. 
Elder, director of the Corn Products 
Refining Co., 
chairman-elect 


Argo, Ill, was chosen 


Charles E. Brooker succeeds 8S. H. 
Crounse as sales manager of the Penn- 
sylvania Salt Manufacturing Co.'s food 
industries department, Philadélphia 


National Starch Products Inc. has pur 
chased a tract of land at Meredosia 
ll., for the construction of a second 
vinyl resin plant to supplement produc 
tion of the company’s Plainfield, N. J., 
resin plant, 


J. E. Sellers L. G. Buettner 


Anchor Hocking Glass Corp., Lancaster, 
Ohio, has announced the appointment 
of Frank H. Baumgardner as sales man- 
ager of the Tropical Glass & Box Co., 
Jacksonville, Fla., a subsidiary. Philip 
W. Hatch was named manager of An 
chor Hocking’s closure division at Lan 


caster 


Gordon W. Sternke, formerly with Rog- 
ers Brothers Seed Co., is now associated 
with Holmen Canning Co., Holmen, Wis 


Formation of a new manufacturing sub- 
sidiary of Borg-Warner Corp.—Morse 
Chain of Canada, Ltd.—has been an- 
nounced, The new company, which will 
a plant to be built at Simcoe, 
Ont., will produce automotive and _ in- 
dustrial chain for the Canadian market. 


occupy 


John H. Dulany & Son, Inc., Fruitland, 
Md., conducted the first of four regional 
distributor sales meetings recently in 
New York. Distributors representing Du- 
lany in New England, New York State, 
New Jersey, Delaware, and New York 
City attended. Similar meetings were 
planned to be held in Washington, D. C 
Pittsburgh, and Charlotte, N. C 


Mrs. Paul’s Kitchens has announced the 
appointment of Theodore L. Reimel Jr. 
as a field sales representative for the 
eastern division 


Packer Machinery Corp., New York, has 
authorized a new dealer to handle its 
line in the northern New Jersey area: 
J. De Picaza, River Edge, N. J 


Charles D. Meschter was recently ap- 
pointed general manager of the Airline 
Foods Division, Old Judge Foods Corp., 
Linden, N. J. Joseph McManus was 


promoted to sales manager of the divi 
sion 


Paul H. Keough has been appointed 
public relations director of the Dole 
Hawaiian Pineapple Co., Ltd. 


Magnus, Mabee & Reynard, Inc., New 
York, has appointed W. Warfield Graves 
Jr. to represent the company in Michi- 
gan and surrounding areas, with head- 
quarters in Royal Oak, Mich. 


Brockway Glass Co., Inc. and the 
Jeannette Glass Co. have entered into 
Brockway will 
have exclusive sales rights to pressed 
packers ware to be manufactured by 
Jeannette Glass. 


an agreement whereby 


A. O. Degling G. F. Barnum 


Diamond Alkali Co., Cleveland, has an- 
nounced three new appointments at 
its Muscle Shoals, Ala., plant: Steve 
Puschaver, plant manager; J. R. Horacek, 
assistant plant manager; and John W. 
Whittleman, personnel manager. 


Dr. L. 


researc h, 


E. Clifcorn, associate director of 
metal division, Continental 
Can Co., was recently elected vice-pres- 
ident of the Agricultural Research In- 
stitute. 


Charles Swerdlove has been appointed 
assistant to W. W. Scheide, folding car- 
ton division, Robert Gair Co., Inc., New 


York. 


The pilot plant of Gerber Products Co., 
Fremont, Mich., has recently been en- 
larged as part of the newly completed 
quality control laboratory. 


Two new salt warehouses have been 
opened by the midwest division of the 
International Salt Co., Inc., Scranton, 
Pa.; one is in Detroit, the other in 
Milwaukee. 


Orville R. Johnson has been appointed 
manager of new product development 
at the Western Waxed Paper Division, 
Crown Zellerbach Corp., San Leandro, 
Calif. 


Macheth Corp., Newburgh, N. Y., has 
announced the promotion of Robert E. 
Meeker to sales manager, and the ap- 
pointment of two new sales representa- 
tives: Fred A. Jensen Co., 510 N. 
Dearborn, Chicago 10; and D. H. Osgood 
Co., 4181 Oakman Blvd., Detroit 4, Mich. 


Seafood Processors, Inc.. has been 
formed by Charles M. Peterson of Jack- 
son, Mich., and Jack I. Grow of Boston, 
Mass., to produce and market custom 
breading and batter mixes under the 
Glo-fry brand name. The new corpora- 
tion has taken over accounts and in- 
ventories of all processor sales of the 
Fry Krisp Food Products Co., Jackson, 
Mich 


Gaylord Container Corp., St. Louis, has 
broken ground for a modern Miami box- 
manufacturing plant at 8730 N. W. 36 
Ave., Dade county, to be completed by 
January 1955. A_ box-converting plant 
is being construc*ed in San Antonio, 
with completion scheduled for July 1955. 


James Sterling Ward is the new repre- 
sentative in North and South Carolina 
for H. B. Fuller Co., St. Paul, Minn. 
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May you have a joyous holiday season . . . and when 
the hourglass is turned to usher in the New Year, 
may it also bring you continuing happiness and prosperity. 


METRO GLASS COMPANY, INC. 


Jersey City, New Jersey 


Manufacturers of Quality Glass Containers <M» Plants: Jersey City, N. J.; Washington, Pa. 





Ask any canner who’s ever tried multiple- 

pack merchandising, and he'll tell you that a 
3, 4, or 6 can pack would give you a bigger 
share of the market. Here’s why: 
Sales to consumers go up. Multiple packaging 
creates the impulse to buy more than one can 
—and makes it easy to do so. The broad flat 
surface of the multiple pack becomes a bill- 
board for point-of-sale display. And experts 
say that a large home inventory means faster 
consumption of your product and keeps com- 
petition out at the same time. 


Sales to retailers go up. It’s been proved time 
after time with beverage, pet food, evaporated 


wi GAIR 


How would 


your canned 


food sell 
in 4 
multiple 


milk and citrus concentrates. Multiple packs 
are easier for retailers to handle, store, price 
and display. Only one price has to be stamped; 
only one tally has to be made at the check- 
out counter. 


How do you get into multiple packaging? 
Complete information on multiple-pack mate- 
rials, design, and printing is yours for the ask- 
ing at Gair. As a leading producer of this 
sales-boosting package, we have the facilities 
and know-how to answer your questions. Let 
us show you how multiple-pack has worked for 
other food processors — big and small. Write 
us today. FC.4.3 


FOLDING CARTONS 


SHIPPING CONTAINERS + PAPERBOARD 


ROBERT GAIR COMPANY, INC. © 155 EAST 44TH STREET * NEW YORK 17 
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DESIGN MAKES THE DIFFERENCE 
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How container design can speed filling 


The container you use has a lot to do with the speed 
of your lines. And even a container that runs well can 
often be made to run better through a change in 
design. Four ways it might be done are shown here, 
and there are many more ways of doing the job. 
Good design pays off in other ways, too, It can cut 
costs by making the container stronger or lighter. And 
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it can help the package sell better by building in a 
re-use .. . or by just making it look more attractive on 
the shelf. 

Let our designers study your package, then suggest 
ways it could be redesigned to help increase the 
speed of your lines. See your Armstrong man or write 
Armstrong Cork Co., 5412 Cherry St., Lancaster, Pa. 


Armstrong GLASS CONTAINERS 


glass that performs... packages that sell 





TO MEET CONSUMER DEMAND: 
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*¥ CUSHING’S Pickle Products are 


When you see one leading food packer after another adopting the Crown Vacuum Lug 
Cap, isn’t it time to find out why? The reason is really quite simple. More and more packers 
are learning that this cap will help their sales. 


Consumer surveys made by us, and by others, show that the great majority of 
women prefer a screw type cap on the vacuum packed products they buy. The findings 
of these surveys are constantly being confirmed by the sales experience of those who 
are using this more convenient cap. 


Crown Vacuum Lug Caps have the features consumers want in a closure. They are 
removed by hand with a simple, quarter-turn twist . . . won’t bend out of shape when 
removed ... fit back on the jar perfectly to make a tight re-seal. 


On the production line, Crown Vacuum Lug Caps give fast, 
trouble-free performance. And they are true vacuum closures... 
meet every requirement of protection for the product. 


Would you like to know more about the consumer 
surveys referred to above? Then write us. If you pack 
perishable or semi-perishable products you'll find this a 
mighty interesting story—one that has real significance 


for you. Crown Cork & Seal Company, 
Inc., Closure Sales, Baltimore 3, Md. 


The "Slip Rubber Ring” 


THE CEM VACUUM LUG CAPPER 


This capping machine applies makes this capa 
Crown Vacuum Lug Caps fast, 


and automatically. It handles a “ ‘ REAL VACUUM SEAL 


wide range of jar sizes and cap - Years ago Crown pioneered the vacuum 
sizes. Changeover from one size » ne : sealing of glass containers with screw 
to another is simple and quick. . type caps. Although the fast applica- 
tion of Crown Vacuum Lug Caps by 
automatic machines is comparatively 
new, the caps themselves are time 
tested and proved. Their use by packers 
for many years has demonstrated 
beyond any measure of doubt that they 
protect the true taste, flavor and color 


packed by The St. Louis Vinegar are of the product . . . safeguard its fresh- 
& Cider Company, St. Louis, ness and quality from the packing line 


Missouri. 


to the consumer’s table. 





The glass package is 
part and parcel of 
todays super market’ 


says Fred Meijer, Executive Vice President, 
Meijer’s Super Markets, Inc., Grand Rapids, Mich. 


“The glass package has helped to build retail 
grocery sales. The following are a few every- 
day examples: The glass jar for soluble coffee 
helps to make it more convenient than ever to 
enjoy a stimulating cup of coffee; today, beets 
are largely packed in glass which makes it 
easier for the housewife to see the different 
styles such as whole, cut, diced and shoe- 
string; fruits like figs and fruits for salad owe 


much of their present popularity to glass 
which displays their appetizing colors. 
. e . 

“We feel the glass package is part and par- 
cel of today’s super markets. It has helped to 
build sales in the past, and undoubtedly many 
present-day items and future new ones will be 
helped through glass packaging to build a 
growing food business.” 
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Displays of glass packages for instant coffee make 
extra impulse sales. And when displays and shelves are 
fully stocked, a recent survey by Procresstve GRocER 
shows coffee sales increase 17%, 


INSTANT 
COFFEE 


Punraglas 


CONTAINERS 


cdc: desc eta ls doi a ed Be | ae Y 
Glass is the perfect self-selling package. And for in- 
stant coffee the convenience of glass matches the con- 
venience of the produc t; easy to open and reseal; easy 


to spoon from; keeps contents fresh and dry. 


Todaus self-service selling demands 


a solf-salling package — GLASS! 


Ever notice how cleverly some packages meet the 
challenge of self-selling? 


Here’s a good example: This glass package is an 
excellent salespackage for instant coffee. Housewives 
like it because it’s convenient . .. shows contents . . . is 
easy to spoon from ... keeps contents fresh and dry no 
matter how many times it is opened and closed. Proof 


of instant coffee’s convenience—sales since 1946 have 


almost quadrupled and almost all of this product is 
packed in glass. 

The glass package for instant coffee has a depressed 
panel on its lithographed closure to permit safe stack- 
ing of one glass jar on top of another without the need 
of cardboard dividers. Tacseal inner liner over top of 
jar makes package tamper-proof 


Duraglas Containers Sell Food By Sight 


Owens-ILLINOoIS 


GENERAL OFFICES: 


DURAGLAS CONTAINERS 


AN (1) PRODUCT 


TOLEDO 1, OHIO 
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Washington and You 


Robert Y. Kerr, Washington Editor 


How Pesticide Residue Regulations 
Affect Processed-Foods Industry 


Proposed Tolerances Based on FDA Hearings; 
NCA Firmly Objects to ‘Diverted-Acres’ Ruling 


Tuts PAGE will do little more than 
mention the proposed regulations, 
announced by the Department of 
Health, Education and Welfare, to 
set safe limits or to forbid pesticide 
chemical residues on fresh fruits or 
vegetables. It’s a technical subject; 
and if these regulations are of direct 
importance to your business you 
should have the official documents. 
There are two proposed regulations; 
the first relating to the establishment 
of tolerances for residues of a num- 
ber of pesticide chemicals on fresh 
fruits and vegetables, the second re- 
lating to spelling out in greater detail 
the steps involved in securing a toler- 
ance for a_ pesticide residue on a 
fresh fruit or vegetable. The latter 
information includes a schedule of 
fees. The procedures under the sec- 
ond regulation were added to the 
Food, Drug, and Cosmetic Act by 
the Miller pesticide chemical amend- 
ment, which the signed 
last July. 

The tolerances proposed under the 
first of these regulations, it seems, 
are based wholly upon the extensive 
hearings conducted by the FDA in 
1950. The finding of facts with re- 
gard to the gathered at 
those hearings and the proposed reg- 
ulations fill 35 pages in the Oct. 20, 
1954, isene of the Federal Register. 
Any interested person whose appear 
ance was filed during the 1950 hear 
ings may file written exceptions to 
the proposed tolerances. These ex 
ceptions should be sent to the Hearing 
Clerk of the Department of Health, 
Education and Welfare, Washington 
25, .D. C. This should be done on or 
before December 20. 

It’s also true that any 
person is given the opportunity to 
submit in writing his views on the 
second regulation or to 
hearing. This also must 
Hearing Clerk by or before December 
20, 

In the first place, the regulation 
provides that sulfur, lime, and lime- 
sulfur are not considered poisonous 


President 


evidence 


interested 


request a 
reach the 


substances, and for 
them no residue tolerance is required. 
There is a list of some ten pesticide 
chemicals that are exempted from 
the requirement of a_ tolerance, if 
they are applied prior to harvest. 
Among them are a number of copper 
compounds, such as bordeaux mix- 
ture, copper acetate and _ several 
other copper compounds; petroleum 
oils; pyrethrum; Ryania; and several 
other. However, such pesticides 
would not be exempted from the 
tolerance requirement if they were 
applied to a crop at the time of, or 
after, harvest. 

At the other end of the spectrum 
are a number of pesticides so toxic 
that no residue may remain on fruits 
or vegetables. In other words they 
have a tolerance of zero. Among 
them are calcium cyanide, hy- 
drocyanic — acid, 


or deleterious 


mercury-containing 
compounds, nicotine and nicotine-con- 
taining materials, and several others. 

The new rules have to do with 
residues on raw fruits or vegetables. 
But there is an interpretation of the 
relationship between residue _ toler- 
ances in or on raw commodities and 
processed foods. This of course is of 
importance to processors. It is this: 

“Where raw agricultural commodi- 
ties bearing residues within a toler- 
ance permitted under section 408 
are used, the processed foods will 
not be considered unsafe within the 
meaning of section 406 if- 

“(1) The poisonous or deleterious 
pesticide residues have been re- 
moved to the extent possible in good 
manufacturing practice, and 

“(2) The concentration of the pes- 
ticide in the preserved or processed 
food when ready to eat is not greater 
than the tolerance permitted on the 
raw agricultural commodity.” 

The purpose of this brief listing is 
to indicate in general the nature of 
the proposed regulations and to carry 
the information that an_ interested 
person has the opportunity to submit 
in writing his views on the onerating 
procedures proposed under the Mil- 


ler pesticide chemicals amendment 
and, if he wishes, to request a hear- 
ing. As stated above, such communi- 
cations must reach the Hearing Clerk 
of HEW on or before December 20. 


‘Punitive Stinger’ 


So far as this page can learn at the 
present writing, the Department of 
Agriculture is sticking to its “diverted- 
acres” ruling that was issued last 
September in regard to the acreage 
to be planted to vegetables, for the 
fresh market, or for processing in the 
crop year of 1955. It goes like this: 
“The 1955 harvested acreage of 
vegetables, potatoes and sweet po- 
tatoes (for the fresh market or proc- 
essing) and dry edible beans must 
not exceed the average acreage of 
those crops planted for harvest on 
the farm in 1952 and 1953.” This 
ruling has a punitive stinger in its 
tail. If the producer exceeds this 
average he will not be eligible for 
any of the crop price supports which 
are available in 1955. 

The purpose of the ruling, of 
course, is to keep acres diverted from 
basic allotment crops from being used 
to produce a surplus of vegetables 
for the fresh market or for process- 
ing. That’s where this industry falls 
over the stool. The department fears 
that without this regulation there 
would be “a mere shifting of sur- 
pluses from one crop to another.” 

While the National Canners Asso- 
ciation recognizes that an unwise 
shifting of acres from one surplus 
crop to another brings tough new 
problems to the USDA, yet the asso- 
ciation holds that the diverted-acres 
ruling is not the right one for the 
control of vegetable production. 

The national consumption of can- 
ned and processed foods is steadily in- 
creasing; due to superior salesman- 
ship, to the spreading reputation of 
processed food, and in part, certain- 
ly, to the rapid increase of the na- 
tion’s population. These, and of course 
other factors, present the food proc- 
essor with a problem he likes; that 
of processing more food for a steadily 
expanding market. But if the amount 
of raw commodities is to be limited 
artificially by government orders to 
some historic acreage production, how 
is the processor to get the materials 
with which to meet the challenge 
of the expanding market? He can’t 
bring in acreage from farms that 
have never produced vegetables; for 
with no record of production they're 
stopped before they start. 

Production plans of individual proc- 
essors, like production plans of indi- 
vidual farmers, are pretty fluid and 
are rather constantly shifting. Here’s 


(Continued on page 48) 
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‘When instructions 
matter... 
show them on your cap! 


Each time your product is used right, it lays the foundation for the next 
sale. So when you have important directions for using your product, put them 
where they'll get attention fast . .. on your cap! 

Your cap is the perfect place to put across other ideas, too. Things like carrying a sales 
message, spotlighting a trade-mark, or pointing out a re-use for your container, Send us 
a sample of your present package. Let our package designers study it and suggest a 
cap design that packs a real sales punch. 

See your Armstrong man or write Armstrong Cork Company, Glass and Closure Divi 
sion, 5212 Cherry Street, Lancaster, Pennsylvania 


| (Armstrong METAL CAPS = (C™=~) 
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Noth, Foth, East, 21 West— 
wherever you operate—theres 
a Continental plant ready 
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CANNING e GLASSPACKING e FREEZING 


BETWEEN THE LINES 


E. E. WILLKIE (left), president of the National Canners Association, and 
General Lucius D. Clay (center), chairman of the board of Continental 
Can Co., were featured speakers at the 50th anniversary convention of 
the Wisconsin Canners Association. Marvin P. Verhulst (right) is execu 
tive secretary of the Wisconsin association. 


Wisconsin Canners Cele- 
brate 50th Anniversary 


THe Wisconsin CANNERS ASSOCIATION combined happen 
ings of a half century ago with an optimistic view toward 
the future at its 50th anniversary convention, held in 
Milwaukee, November 7-9. 

More than 600 canners, suppliers, and guests at 
tended the Golden anniversary dinner. The menu con 
sisted entirely of foods from cans, with all items ex- 
cept one products of Wisconsin canneries. In after-dinner 
ceremonies, five “old-timers” looked back on 50 years 
or more of service which each of them has spent in 
the canning business. They recalled the early days of 
hand-powered apple peelers and the forgotten art of 
hand-sealing cans of foods. These veterans are: A. T. 
Hipke, A. T. Hipke & Sons, Inc.; W. C. Schorer, Sauk 
City Canning Co.; F. A. Stare, of Columbus, Wis., 
now retired; William Glaesman, Markesan Canning Co 
and John Schultz, Lakeside Packing Co. 

In other anniversary events, the association presented 
a plaque commemorating the 45 billionth can for Wis- 
consin foods to Gov. Walter Kohler. The chief executive's 
representative, D. N. McDowell, accepted the plaque 

Another feature of the anniversary convention was an 
exhibit of ancient canning equipment and_ displays 
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NEW OFFICERS OF THE WISCONSIN ASSOCIATION, seated, |. to r 
E. W. Sterr, Loyal Canning Co., president; Gordon J. Verhulst, Calumet 
Dutch Packing Co., vice-president; standing, |. to r.: W. H. Store, 
Stokely-Van Camp, Inc., recording secretary; and O. V. Otteson, Friday 
Canning Corp., treasurer and a new director 


of photographs and records taken from files of pioneer 
canneries in the state. Items included: scale model of 
the first Ayars rotary five-pocket filler; a Stevens foot 
operated tomato filler capacity 8,000 12.000 cans per 
day; a Baker hand-operated corn cutter; an apple parer 
used more than 50 years ago; a hand corn cutter used 
in Ohio about 1875; a green pea divider; can body 
forming and soldering machines and a can wiper for 
hole-and-cap cans; a tin can straightener invented in 
1906; photographs of old canneries and_ personalities 
from A. T. 
lection of past and present photographs of Old Guard 
Society people and events 


Hipke’s personal collection; and a_ col- 


Gen. Clay Optimistic 


Putting facts and adjectives together, General Lucius 
D. Clay prophesied that world and domestic economic 
and political conditions point to the greatest quarter cen 
tury of progress and prosperity in the history of the 
United States. General Clay, chairman of the board of 
Continental Can Co., was keynote speaker at one of 
the USINESS SESSIONS The executive said that his own 
firm was prepared to continue its annual program of in 


vesting an additional $25 million in its business in 1955. 


21 





This plaque containing the 45 billionth can for the packing of Wis 
consin canned foods is presented to Donald N. McDowell (left), director 
of the Wis. Dept. of Agriculture, by R. R. Hipke (right), retiring presi 
dent of the Wisconsin Canners Association. Participating in presentation 
are William C. Stolk (second from left), president of American Can 
Co., and R. K. Froker, dean of the college of agriculture of the Uni 
versity of Wisconsin. 


“Men of vision and boldness will find that the best 
years of American industry lie ahead,” the general 
stated. He summed up his impressions of new political 
developments throughout the world and then tied them 
to the apparently favorable business symptoms that pre 
vail in the U. S. 

National Canners Association President E. E. Willkie, 
in one of the blunt speeches for which he is becoming 
famous, told Wisconsin canners to look for better 
harvesting and canning methods in their fight for 
greater shares of the consumer's food dollar. He said 
they should strive for higher quality and more efficient 
plant operations and supplies for use in canning food. 
As an example, he said “the tin can costs too much 
money and uses too much tin and steel,” 


Willkie Salutes Canning State 


Wisconsin canners, Mr. Willkie continued, may be 
proud of getting 1,800 pounds of shelled peas per acre, 
or more than two tons of sweet corn per acre. But he 
said that other growing areas are producing five to six 
tons of sweet corn per acre. 

The NCA president saluted Wisconsin as the leader 
of all states in acreage of vegetables for canning. He 
pointed out that “your state ranks first in canned peas 
(4 out of every 10 cans each year), canned corn, canned 
beets and canned carrots; second in sauerkraut and pickles; 
third in lima beans; and fourth in green and wax beans. 

“Today about $30 million flows each year from Wis- 
consin canners into the coffers of the farmer-producer 


of your canning crops. This is more than eight times the 


amount Wisconsin canners were paying their farmers in 
1905 when your association was established. Your pur 
chase each year of nearly 700,000 tons of major vege 
tables for processing accounts for more than a tenth of 
the nation-wide total, and is almost a 13-fold increase 
since 1918, when the government first began recording 
these tonnages,” Mr. Willkie added. 

Association membership unanimously approved a reso- 
lution calling for the Secretary of Agriculture to eliminate 
restrictions on 1955 canning-crop acreage. 


Wisconsin's three oldest canners look over some of the exhibits of old- 
time canning equipment at the Milwaukee convention. Left to right: 
A. T. Hipke, A. T. Hipke & Sons; W. C. Schorer, Sauk City Canning 
Co.; and Fred A. Stare, retired. The three men were specially honored 
at ceremonies during the 50th anniversary dinner held Sunday, Nov 
7, at Milwaukee 


The Canning Machinery & Supplies Association pays special tribute to 
the Wisconsin Canners Association for a half century of progress. Here 
R. R. Hipke (left), retiring association president, accepts the plaque 
of appreciation from C. K. Wilson (right), Food Machinery & Chemical 
Corp. and vice-president of CM&SA. W. D. Lewis (center) is secretary- 
treasurer of CM&SA 


Speakers on the convention’s business sessions included, left to right: 
Harold H. Jaeger, Can Manufacturers Institute; and Chas. H. Mahoney 
and Nelson Budd, director of raw products research and head of in- 
formation, respectively, for National Canners Assn. 
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“Keep Consumers Buying’ 
Theme of National Pickle 
Packers Meeting 


Guggenheimer Re-elected President of 
National Pickle Packers Association; 
Plans Laid for 1955 “Pickle Fair 


A. J. Bischman (left), president of Consolidated Food Processors, Inc., 
Chicago, elaborates on “Merchandising Trends Affecting Pickles’ in 


time-out chat with Leon Glaser of Glaser, Crandell Co 
NPPA’‘s annual meeting in Chicago, October 26-27. 


“Today the CONSUMER is King.” 


So said Edward S. Guggenheimer, 
president, at the 62nd annual meeting 
of the National Pickle Packers Associa 
tion in Chicago, October 26-27. 

“What we must realize,” he said in 
speaking to association members, “is 
that the old-time theory that produc- 
tion is King of the U. S. economy is 
dead. Today the CONSUMER is 
King. 

“If we keep consumers buying 
production will take care of itself.” 

Mr. Guggenheimer pointed out 1953 
store sales of all foods amounted to 
a 29.9% increase in four years as com 
pared to a 35.7 percentage tor pickle 
sale growth during that period. 

“We have under way more new 
research enlarged old 
projects than during any period,” Mr. 
Guggenheimer said. One, for example, 
is a grant on cultural and fertilizer 
practices on cucumbers for pickles. 


projects or 


The most dramatic session of the 
meeting occurred when four men, 
representing various phases of the 
grocery industry, met in a “straight 
from the shoulder” panel discussion 
“Merchants Meet Manufacturers.” 

The quartet—William Cutter, mer 
chandising manager of the Kroger 
Company in Chicago; Anthony Karlos, 
general manager of Grocerland Cor- 
poration; and Anthony Racz and Al 
Escarrez, Chicago grocers—scored 
with several points. They were these: 

Grocers like to handle pickles be- 
cause they are a high profit item. 
More ideas on merchandising pickles 
are needed. 

Grocers believe pickle manufactur 
ers should re-examine the potentiali- 
ties of week-end business and then 
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Chicago, at 


develop imaginative displays and 
point-of-sale material to spur sales. 
Pickles sell best during the summer 
and holidays but also are capable of 
selling well during the remainder of 
the year. 

Manufacturers should adopt more 
realistic store display material, such 
as shelf talkers and shopper stoppers. 
Large posters should be eliminated 
where possible except for large chain 
operations that use this type of dis 
play material. 

Pickles sell well near meat counters 
but grocers believe there is a wealth 
of “sell-ability” 
store for this particular product. 

Men should not be 


pi kle planning More and more men 


throughout the entire 
overlooked inh 


are either doing or helping with fam 

ily shopping. They like variety too 
A. J. Bischman 

solidated Food Processors, Inc., fol 


president of Con 


lowed the panel session by discussing 


“Merchandising Trends Affecting 


Pickles.” 

Louis Hirsch, Hirsch Bros. & Co 
Inc., desc ribed the big Pic kle Fair that 
is being planned as a three-day meet 
ing to be held October 19-21, 1955 
at the Sheraton Hotel, Chicago. This 
meeting, first of its kind to be under 
taken by the National Pickle Packers 
Association, will cover all phases of 
production, management, and sales of 
pickles, and will be divided into five 
parts: (1) sales seminars; (2) field 
men’s seminars; (3) sessions on plant 
production; (4) administration semin 
ars; and (5) a giant exhibit of machine 
ry and supplies. 

Also announced were the dates of 
February 22-24, 1955, for the tech 
nical pickle school to be held at Mich 
igan State College, East Lansing. 


Mr. Guggenheimer was reelected 
president of the association while 
Harry A. Tuttle of M. A. Gedney 
Company and Earl G. Van Holten of 
J. G. Van Holten and Sons Company 
were reelected vice president and 
treasurer, respectively. New directors 
named to the NPPA board are Israel 
IF. Heifetz, Heitetz Pickling Company, 
St. Louis, Mo., and A. H. Williams, 
California Packing Company, San 


Francisco. 


M. J. Lorimer 


Lorimer New Director 
Of Corn Products 


Monroe J. Lorimer has been elected 
to the board of directors of the Corn 
Products Refining Co., according to an 
announcement made by Dr. E. W. 
eid, president. 

Mr. Lorimer, after serving with the 
Ordnance Dept. in World War I, 
joined St. Albans Grain Co., Vermont, 
a subsidiary of the Chas. M. Cox Co. 
He worked his way through various 
affiliated companies and became pres 
ident of the Cox company. He is a 
director of several grain companies, 
including the New 
Products Co 


England Grain 





Glasspacking and Canning 


Smartly packaged, eye-appealing pickles emerge from Tree's huge pasteurizer 
and are labeled and warehoused or loaded onto outgoing trucks for shipment. 


Tree Preserving Boosts Sales 400 Percent 


Completion of five-year improvement program, now well under 


way, will double present production rates and enable the com- 
pany to better meet expanding sales requirements for products 


EFFICIENT, HIGHLY MECHANIZED pro- 
duction and aggressive promotion and 
merchandising of a full line of fresh- 
pack and processed pickles and pickle 
products have increased dollar-volume 
sales more than 400% in three years 
for Tree Preserving Co., Cheektowa 
ga, New York. 

During the past two years, this 
company, located in a Buffalo suburb, 
has invested $175,000 in’ the latest- 
type processing and packaging equip 
ment. Currently, Tree is engaged in 
a five-year improvement program that 
ultimately will double present produc 
tion rates and enable the company 
to better meet expanding sales 
requirements of its products. An all- 
concrete construction, fire-proof, 12,- 
500-square-foot warehouse and office 
building was completed this past 
season. A future addition of more 
than 20,000 square feet to this build- 
ing will house more extensive packing 
facilities. 

Tree Preserving Co. is owned and 
managed by Peter S$. Wojda (pro 
nounced Voida), who is president, 
and three of his four sons: Walter, 
plant manager and treasurer; Edward 
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P., sales manager and vice-president; 
Jr., secretary. Peter Jr. is 
now serving with the U. S. 
forces in Europe. The fourth son, Paul, 


and Peter 
armed 


is in high school. 

Eighty percent of the company’s 
production is fresh-pack pickle prod- 
ucts. The other 20% is processed prod- 
ucts of various types. “Since we 
operate around the calendar on fresh- 
pac k pickles, we use our processed 
business more as a buffer,” explains 
Edward Wojda. “We brine what we 


can’t conveniently fresh-pack.” 


Cover Picture 


Incoming glass from the Hazel- 
Atlas factory in Buffalo is pal- 
leted at the factory and hauled 
to the Tree company on flat-bed 
trucks. This load is moved by lift 
truck into the pickle plant in 20 
minutes. It takes four hours to 
unload a straight van-load of 
glass. 


Pickling cucumbers arrive at the 
plant daily in company-owned trucks 
from many points in the southern, 
south-central, and northeastern states, 
depending on the time of year. Most 
of the raw product comes from Flori- 
da during the winter months. Occa- 
sionally when the southern crop has 
been short, Tree has brought cucum- 
bers from the Cuban mainland and 
the nearby Isle of Pines. The com- 
pany has receiving stations at Ham- 
lin, N. Y., and Erie, Pa., and regularly 
contracts for pickling cucumber acre- 
age in those areas. 

Incoming “long greens” are pallet- 
ized as they are unloaded and are 
quickly converted into handsome, 
high-quality consumer products in 
Tree’s fast, continuous, U-shaved 
processing and packing room. First 
through a 
washer, followed by a_high- 
wash (350 pounds water 
which removes all heavy 
and imbedded soil. These washers 
were made by the American Special- 
ty Co. 

Next, cucumbers to be cut are 
channeled to either the Urschel Mod- 


the cucumbers are run 
rotary 
pressure 
pressure ) 
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Peter S. Wojda (center) and two of his 8 
sons, Edward (left) and Walter, look over 

blueprints for their new manufacturing facil- 
ities soon to be erected as part of the com 


pany’s five-year expansion plan 


@® long green pickling cucumbers unloaded 
at dawn at the Tree plant are processed or 
put in brine during the following 24-hour pe- 
riod. Eighty percent of company production 
is fresh-pack pickles and pickle products. 


el 0 slicer equipped with the Robins 
automatic feed-intake conveyor, the 
two Chisholm-Ryder quartering ma 
chines, or to the Scott Viner Co, six 
cut machine. The cut pickles, and 
pickles to be packed whole, are then 
sent to the packing 
women insert them into the containers. 


tables where 


Glass Is Palletized 


All incoming glass containers are 
palletized on arrival at the plant, and 
are brought to the unscrambler in the 
production room. The containers pass 
from the unscrambler to a continuous 
conveyor that runs conveniently with 
in reach of all the women packers 
The company buys glass from Arm 
strong Cork Co., Owens-Illinois Glass 
Co., and Hazel-Atlas Glass Co. Hazel- 
Atlas products are brought to Tree 
already on pallets, on flat-bed trucks 
from the manufacturing plant only 
2% miles away. It takes only 20 min 
utes to unload one of these trucks 
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compared with four hours to unload 
a straight van-load of glass. 

As the jars are filled with the prop- 
er amount of the product being 
packed, they ar placed on the in 
spection table where checkers inspect 
the packages and reject any that con 
tain broken ot spotted pickles or 
otherwise do not meet the company’s 
high standards. The containers then 
pass under the White Cap Co. briner 
where they are filled with brine and 
head spaced. Vapor-Vacuum caps are 
applied and the jars are conveyed 
through the pre-rinser where they 
are washed. Next, they 
the 100-foot-long by 


continuous pasteurizer where they are 


proceed to 
four-foot-wide 


pasteurized, cooled, and blast-dried in 
one operation, Each jar is in the unit 
about 45 minutes. Pasteurizing tem- 
‘ maintained automatically 
by Minneapolis-Honeywell controls. 


peratures at 


Emerging jars are conveyed to one 
of three labelers: (1) a fully auto 


matic Biner-Ellison spot labeler; (2) 


a fully 


wrap-around labeler; or (3) 


Standard-Knapp 
a Pony 
Label-Rite spot labeler. The jars are 
then cased and warehoused or load- 


automatic 


ed out for shipment 

The brining set-up at the Tree 
plant operates automatically and un- 
attended. Electrically operated meters 
measure all vinegars, water, and spic- 
es, and likewise control the mixing 
ingredients. 


and blending of these 


This same electrical control system 
regulates the flow of liquid brine to 
the brining stations and also regu- 
lates the liquid level in the briners. 
Walter Wojda says this unique in- 
stallation saves on labor and also 
eliminates the risk of using improperly 
constituted brine mixtures. The com- 
pany buys seasonings from Wm. f. 
Mabee & 


Reynard, Inc. Dried mustard and cel- 
ery seed comes from Scarlett & Co. 


Stange Co. and Magnus 


Big Polish Trade 


Tree's primary label is “Tree 
Brand,” A secondary label, “Bialy Or- 
zel,” which in English means “White 
Eagle,” is used on products sold to 
the foreign element—ma‘ialy Polish—in 
Tree’s major territory. These products 
carry different proportions of season- 
ings and are processed slightly differ- 
ently from “Tree Brand” products, and 
are designed to meet trade require- 
ments of clientele of Polish and other 
The “Bialy Orzel” 
formula was obtained by Mrs. Peter 
Wojda on a trip to Poland in 1936. 
Packaging of the Polish product dif- 
fers in that the containers carry Arm- 
strong screw caps applied by a Resina 
X-R-U model capping machine. 


foreign extractions 


lree Preserving Company's present 
product line now consists of 20 dif- 


ferent glass-packed types of pickles 
ind relish in sizes ranging from 8 


ounce to 


l-gallon; four sizes and 


types of reppers, all glass-packed; 
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Tree's U-shaped packaging line operates efficiently and with minimum of effort. Jars being 
filled with pickles (right) traverse the conveyor at far end of room, and are brined, head- 
spaced, capped, and washed os they come up conveyor towards camera (left). 


and three 1-gallon containers of pick quantities of these peppers for gar- 
les. All sizes and containers are pack nishing salads or as an ingredient in 
aged and processed in the one native dishes. 
production unit. The glass line has a Until 1941, the company’s main dis- 
capacity of 80 to 120 jars per minute tribution area consisted solely of west- 
An American Can Co. closing machine ern New York state. Today, however, 
seals the metal containers at a rate of Tree products are well-known in all 
35 per minute, the New England states, parts of Can 
The fresh-pack peppers are recent ada, south through Pennsylvania, and 
additions to the company’s products west to Indianapolis. All merchandise 
They are grown on company-owned is handled through brokers. 
land in North Carolina from special The Wojdas attribute much of this 
Ferry Morse Co, seed, and are char gratifying growth to an expanded mer- 
acterized by their dazzling red and chandising and promotional program 
yellow color, pleasing appearance that includes use of just about every 
crispness and fine flavor. The Italian method used in modern trade circles. 
and Syrian trade is using tremendous They advertise in newspapers and on 


The highly successful Tree exhibit at the 1954 Western New York Food Fair in the Buffalo 
Armory. Backdrop is the side of one of the company’s huge semitrailers. Left to right ire: 
Donald Abercrombie, Tree's Buffalo food broker; Joan Kadell and Jeanne Andrews, models; 
Edward P, Wajda, Tree Preserving’s sales manager; and James Logan, Buffalo food broker. 
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radio and TV in their primary area, 
and buy cooperative advertising free- 
ly. They rely heavily on mass super- 
market demonstrations to introduce 
products to new markets or to add 
impetus to sales in existing markets. 
They give away large quantities of 
balloons imprinted with the words, 
“Tree Brand, Fresh-Pack Pickles, New 
Crop.” The company is a_ frequent 
exhibitor at big food shows held in 
its primary area. For instance, at the 
Western New York Food Fair, held 
in Buffalo last spring, Ed and Walter 
Wojda moved one of their huge semi- 
trailers into the Armory and surround- 
ed it with a mass display of Tree 
products. Professional models decked 
out in catchy costumes gave away 
samples of pickles. Comments were 
that the Tree display was the finest 
in the Armory. 


Crocks Held Pickles 


Peter Wojda and his wife came to 
Buffalo from Poland in 1916 and 
opened a meat market. They soon 
found that pickles dispensed from 
earthen crocks was a_ fast-moving 
item, so it wasn’t long until Mr. Wojda 
started putting up his own pickles 
in crocks, using “Old Country” formu- 
las in their preparation. Soon he was 
selling more pickles than meat. At 
that point he went outside of town 
a few miles, bought 32 acres of land, 
and planted it all to cucumbers, think- 
ing that he would have enough pickles 
to last the year out. 

However, in spite of itself, the 
pickle end of his trade grew more and 
more until, in 1922, he went into 
the pickle business exclusively. He 
continued to operate at retail until 
1938. At that time he transferred over 
to a wholesale basis. Until 1932 the 
company operated under the name 
of Cheektowaga Pickling Works. 

The present name came about be- 
cause of a huge elm tree that stood 
for many years where the company 
buildings are now located. The big 
tree, repeatedly damaged by light- 
ning, was cut down several years ago 
in one of the Wojda’s expansion moves. 

The alert, hard-working Wojda men 
have built a solid business and are 
able to plan for a substantial future, 
on high-quality and tasty food prod 
ucts, efficiently produced, and well 
merchandised. All phases of the Tree 
business are constantly and shrewdly 
scrutinized in an attempt toward great- 
er perfection. Peter Wojda and _ his 
sons know that no wheel turns unless 
something is sold, and vice versa. 
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W. B. Durling, Stange Co. President, 
Honored at 50th Anniversary Meeting 


W. B. “Bill” Durling, president of 
Wm. J. Stange Co., Chicago, was 
given a plaque by company salesmen 
in recognition of Mr. Durling’s leader- 
ship and commemoration of the com 
pany’s 50th anniversary. 


Pictured above is Bill Durling 


(right) accepting the plaque from 
David §. Nay, spokesman for the 
group. 


The plaque was presented at the 
company’s annual sales meeting at- 





tended by officers, department heads, 
and sales personnel. Inscribed on it 
“We, the under 
signed, express our appreciation for 
sharing with us the responsibilities as 
well as the triumphs of our joint ef- 


were these words 


forts giving each of us a feeling of 
membership on your team; and our 
further appreciation for your leader- 
ship and direction through which our 
company has achieved its position of 
leadership in its field.” 





Florida’s Big Citrus Growth Praised by 








New president of Florida Canners Association 
is youthful R. C. Lewis, assistant secretary 
treasurer of Bordo Products Co., Winter Ha 
ven. Lewis succeeds Ralph Miller, Plymouth 
Citrus Products Co-op 
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NCA Vice-President George Morrill Jr. 







Florida’s amazing record of build 
ing the production and consumption 
of processed citrus was termed one of 
the “Seven Wonders of the Food 
World” by George Morrill Jr., Burn 
ham & Morrill Co., Portland, Maine, 
National 
Canners Association. Morrill spoke on 


and vice-president of the 


annual 
meeting of the Florida Canners As 
Hollywood, Fla., Oct. 22 
before more than 500 business execu 


merchandising at the 23rd 
sociation 


tives engaged in processing and dis 
tribution of record citrus crops. 
Morrill cited development of orange 
processing as a great contribution to 
public welfare. Florida processors, he 
stated, now deliver to American tables 
two out of every three oranges grown 
in the state. “You squeezed 
eight million days of leisure into the 
lives of 


have 


American housewives and 









Akin New President of 
Texas Association 


Harold L, Akin, Akin Products Co., 
Mission, Texas, was elected president 
of the Texas Canners Association at 
its annual meeting in Corpus Christi, 
Oct. 16. 

Shown in the above photograph are 
(front, |. to r.) Mr. Akin; Lewis H. 
Moore, L. H. Moore Canning Co., 
McAllen, vice-president. Back row, |. 
to r., Joe Gavito Jr., Quality Products 
Co., La Feria, treasurer; and J. Over- 
by Smith, executive secretary, Wes- 
laco. 

The new president appointed the 
following persons to the association's 
executive committee: Larry W. Fritz, 
St. Clair Foods Co., McAllen; R. M. 
Collins, Schmidt Canning Co., San 
Benito; J. M. Elliott, Valley Farmers 
Co-op Association, Edcouch; T. E. 
Stinson. Alamo Products Co., Alamo; 


and A. F, 


Taormina, Taormina Co., 


Donna. 


have taught the world to drink its 
oranges,” he said. 


This he described as a reversal of 
bygone practices of 15 years ago when 
94.9% of Florida’s oranges were sold 
fresh and only 3.9% processed. To 
day, with an orange production three- 
fold greater, 31.5% is sold fresh and 
68.5 processed, he observed. “Both 
grower and consumer are benefited 
from this performance,” he asserted. 
“The convenience appeal of canned 
foods has never been so convincingly 
perhaps is only 
matched by that other great innova- 
baby toods,” Morrill 


demonstrated and 


tion of canning 
stated 

On the same program, Lawrence 
S. Martin, secretary-manager of the 
National Association of Frozen Food 


(Continued on page 40) 
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ILLINOIS CANNERS MEET IN CHICAGO: (L. to r.) E. E. Willkie, pres- 
ident of National Canners Association; Don Jones, association secre- 
senator; and Louis 


tary; Hon. Frank P. Johnson, 


Ratzesberger Jr., 


featured speakers on the meeting program 


Illinois state 
Ilinois Canning Co., and past president of the 
National Canners Association. Mr. Willkie and Senator Johnson were 


Delbert Johnson (left), Continental Can Co.'s advertising department 
manager, and Fenton J. Dowling (right), assistant manager of sales 
for American Can Co.'s central division, talk over the program with 
Guy E. Pollock, secretary of the lowa-Nebraska Canners Association 
The three men were featured speakers at the canned-foods promo- 


tion session of the annual meeting. 


FOUR ILLINOIS CANNERIES receive plaques from the association for accident-free operations 


in 1954. W. D. Jones, association secretary 


(center), presents plaques to (I. to r.); Richard 


Schlecht, Rossville Canning Co., for an accident-free record on his corn pack; K. C. Hardwicke, 
Blue Island plant of Libby, McNeill & Libby, tomatoes; Lee W. Bergstrom, Illinois Canning Co., 
corn and tomatoes; and P. A. Washburn, A. Washburn & Sons, tomatoes. 


Willkie Raps Government Controls 
In Speech to Illinois Canners 


Firm assertion that the canner and 
his grower be allowed to plan their 
own production program and assume 
full responsibility for errors in judg 
ment or for surpluses arising from 
factors beyond their control was made 
in Chicago, Nov. 4, by E. E. Willkie 
Pacific American Fisheries, Inc., Bell 
ingham, Wash., and president of the 
National Canners Association. 

“The canning industry opposes the 
substitution of government regulation 
for economic law because, in its suc 
cessful operation under free enterprise 
conditions, it has repeatedly demon 


strated its ability to serve its growers 
and consumers well without federal 
direction,” Willkie said, speaking be 
fore the annual meeting of the Illinois 
Canners Association. 

As an example, the NCA president 
referred to a recent proposal under 
which the U. S. Department of Ag 
riculture would freeze canning-crop 
acreage at the 1952-53 average as part 
of its effort to prevent surplus crops. 
He stated that the canning industry 
and its growers need no such limita 
tion of acreage by bureaucratic formu 
la because the acreage for canning 


Dr. Reid T. Milner (left), recently appointed 
head of the depcrtment of food technology, 
Univ. of Illinois, and Robert E. Snively, Illi- 
nois Canning Co. and president of the Illinois 
Canners Association, discuss the program. Dr 
Milner addressed members on “Planning in 
Food Technology.” 


crops is determined between* canner 
and grower in advance of the planting 
season. 

“Should they guess wrong and a 
surplus develop,” Willkie explained, 
“the canner pays a penalty. in lower 
prices for his canned products, and 
the grower’s sacrifice takes the form 
of lower prices for his acreage the next 
contracting season. This canner-grower 
teamplay has been successful through 
the years in coping with the industry's 
acreage problem,” he asserted. 


‘Must Resist Plan” 


Willkie concluded: “To insist to the 
Department of Agriculture that the 
canner and his growers be allowed to 
plan their own production program 
and to assume full responsibility for 
errors in judgment or for surpluses 


(Continued on page 46) 
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for all your 
canning salt needs 


er 

Bulk Salter 

For precision salting by the economical 
bulk method. Designed for either plant 
blended mixtures or quick-dissolving 
Morton Salt. Buying salt in bags and 
dispensing accurately metered amounts 
Into eac h can saves real money. 


~~ o 
Salt Tablet Depositor 

Deposits one tablet in each can at high 
speeds with never-fail accuracy. The tab 
let depositor enables the canner to get 
the xact amount of salt, or other made 
to-order mixtures, into each and every 


Saturated high purity brine 
piped anywhere 
in your plant! 


The Morton Brinemaker delivers 
up to 800 gals. of clear, fully satur 
ated brine an hour, using the type 
of salt that is most economical ot 
best suited for each plant. Saves 
labor and time—the brine can be 
pumped under pressure from 
ground floor to upper levels, ot 
anywhere in your plant! 

Morton has a salt to meet the 
requirements of your particular op 
eration, now available from 9 
strategically located plants. [ hese 
specialized canning salts include 
Morton 999. a high purity salt; 
Morton H. G. Granulated, a screened 
high vrade eV aporated salt of con 
trolled purity, quality and uniform- 
ity: M orto h [PD Granulated, a 
superior quality of evaporated salt; 
and Morton Rock Salt. A Morton 

Consulting Engineer will be glad 

to recommend the salt best 


suited for yout needs. 


— available when you want it! 


nuld like 


MORTON SALT COMPANY 


Industrial Division 
Dept. FB-12, 120 S. LaSalle St. 


Chicago 3, Illinois 


Brinemaker not available on West Coast FB.12 
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trouble-proof way’ 


Olives can be a pretty pesky product, from a packag- 
ing standpoint. But if you ask the olive packers 
whose brands are pictured here, you'll discover that 
the old troubles can’t pester their packages any more. 


Every one of these packages is now trouble-proof, be- 
cause they’re all Vapor-Vacuum sealed. Every olive 
in every one of these packages is now sure to come 
up firm, fresh, and bright. The reasons: 
1— Unlike olives in brine, these vacuum protected olives 
NEVER show discoloration in the top row. 


With adequate head space for expansion, there are 
no leakers and no corroded threads. 


With air locked out, there’s no chance of mold scum 


Even after opening, Vapor-Vacuum’s air-tight re 
seal protects unused portions. 


And —for a bonus— Vapor- Vacuum speed and smooth 
ness on the production line cuts the labor burden 
and lowers overall costs. 


For these reasons, the olive shelves in food stores 
are rapidly becoming an all-Vapor-Vacuum show. 


VAPOR-VACUUM eel and Seal 


proouct of WHITE CAP COMPANY cnicaco 
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Christmas Packaging 


This U. S. Steel Corp. ad, in full color, is de 
igqned to attract consumer interest in first 
national campaign give n decorated metal con 


tainers, shows four typical tin containers 


Coop THINGS come wrapped in pretty 
packages is a tip worth heeding. It 
i ready-made answer to the gift prob 
lem for the burs shopper who's it i 
to what the 


M ill he for i bu Wiess 


quandary is proper gilt 
associat rela 


Christmas 1954 


more than ever will be 


tive or close friend 
marked by 
all kinds of special holiday gift as 
each beautifully packaged 
and chock-full of tempting tidbits, to 
lure the holiday trade and tease the 


palate ol the person lucky enough to 


sortments 


PeCCTVE on 

The first national promotion ever 
devoted to decorated metal contain 
crs for baked goods candy and Sim 


ilar quality products is scheduled for 


Mount Olive Pickle Co., Mount Olive, N. ¢ 


mas gift package of pickles in a green and 


Sik one-pint refrigerator jars, pry-up opener and recipe booklet 


offers an attractive Christ 


white box, containing 


HELPFUL HOLIDAY HINTS 


and a Fine Way to Say Merry Christmas! 


by RUTH LUNDAHL 


this coming yuletide season, accord 


Harold H marketing 
director of the Can Manufacturers In 
titute 


ng to Jaeger 


Spe irheading the promotion 18) a 
four-color full page advertisement by 
the United States Steel Corporation 
in the issue of LOOK Magazine which 
November 


features 


went on the newsstands 
Oth. This 


four different types of decorated metal 


advertisement 
containers and which were selected 
from over LOO submitted for showing 
in the 


ment 


layout. Copy in the advertise 


emphasizes the holiday — gift 


values of quality merchandise packed 
in attractive re-usable tin containers 
U.S. Steel will also contribute part 
of its network television time to pro 
moting the campaign, The entire final 
commercial on the famous “Steel 
Hour” on December 14th will be de 
voted to the “extra spec ial’ gilt values 
of goodies when packed in attractive 
lithographed metal containers 
“Merchandise pac ked ith decorated 
tin containers offers an excellent op 
portunity to trade up, not only in 
price lines, but also in giving the con 


sumer a finer product in a much bet 


ter, more protective container with 


appeal,” My 


He added, “These metal containers 


re-use Jaeger said 


are very important production items 
for many smaller can manufacturers 
which will benefit by stimulated de 
mand 

Possessing exce ptional appetite and 
eye appe al is the gift carton assort 
ment of Carolina Beauty Super Sweet 
pickles packed by the Mount Olive 
Pickle Company of Mount Olive 
North Carolina. Each gift box con 
tains six pint jars which have re-use 
value as refrigerator jars, as well as 
a handy pry-up opener and_ recipe 
booklet 


Ilinois 


Che glass jars are by Owens 
Toledo 1, 
White ¢ ap Com 
pany, Chicago, and labels by Pied 
Label Herald 


Press Ine. 


Glass ( ompany, 


Ohio; closures by 
mont Company and 

Designed especially for the Christ 
mas trade, John Wagner & Sons, Inc 
of Philadelphia 


miniature 


is offering attractive 
sampler packages of the 
firm's finn herbs and spices The seca 
sonings are boxed in three different 
size metallic finish gift packages fon 


four, six and eight vials. Plastic vials 


Designed to delight the Christmas trade is this pleasing assorted can 
ned food package produced by the Haserot Company. The colorful and 
distinctive gift box was delivered by Hinde & Dauch, Sandusky, Ohio 


HHH 


i} 
Hi 


i 





For the yuletide, John Wagner & Sons of Philadelphia, offers minia An appropriate gift is this pack of assorted, fancy sweet pickles dis 
ture sampler packages of the firm's fine herbs and spices. Shown tributed by Charles F. Cates & Sons, Faison, N. C. Tumblers, by 
here are the company’s eight-vial and four-vial sampler packages Owens-Illinois, have re-use value, metal closures are by White Cap Co 


of clear polystyrene and snap-on caps , SEL e a 


of white polyethylene plastic are by ’ ‘Te , House of Guest, Findley 


Armstrong Cork Company, Lancaster ; Le Ohio, is placing re-usable 


Penn. tumblers in Christmas gift 


+n . k f i 
That perennial favorite for holiday pecks. Rint @ Gnu 


y ; . - pickles, pickle chips and 
dinners and gifts, the canned ham : velich. the tenbine ane-00 
will also be dressed up for the holi : 9 , , usable for beverages; in- 
day season. Armour and Company ' dividual names and prefer 
has announced that its Armour Sta ’ : 

: .\ ’ giass in ink or pencil. Tumb- 
canned hams will be individually dec = lers are by Libbey Glass; 


orated with a bright green ribbon 2 ae * ed closures by White Cap Co 


ences may be written on the 


tied in a bow around a sprig of holly 
and berries. Special individual car 
tons also will be available on special 
order. These are designed primarily 
for use where the hams are to be * 


given as gilts. The gift-wrapped 2%. Wee coupony aes 
canned hams will be available in 4 vided 1954's ecarlies? om 
6%, 9, 9%, 10%, and 10% pound sizes swer to the gift problem 


With the approach of the Yule @ Heinz Holiday Assortment 

. . gift Seven distinctive as 

season, the H. J. Heinz Company re | 

sortments were available, 
minded shoppers throughout the na with orders on the assort- 
tion it had the answer to the question ments ending Nov. 30. Pack 
aged to compare with the 
finest of gaily-wrapped gifts, 
: a this Holiday Gift Assortment 

any one of which will say “Merry guarantees Holiday cheer 


of gift buying. The Heinz answer is 
in seven of its Holiday Assortments, 


Christmas” with perfect taste 


Smile-Pak, Inc., Akron, Ohio, presents a delectable 10-lb. assortment Green ribbon and holly sprig will be a feature of Armour Star canned 
containing eight jars of Smucker’s jams and jellies plus a 2-lb. Gren hams during the coming holiday season. Armour and Company is pre 
nan “Ye Olde English” fruit cake. Colorful box is by Hinde & Dauch moting hams for Christmas and New Year's dinners, and also as gifts 





Quality Control 


WILBUR A.GOULD, PH.D. 


Ohio State University 


1 4 
C i i n i € » Quality Control 


EDITOR 


Table 1. Head-space tolerances for various sizes of cans. 


Maximum gross 
Can name Can makers’ description head space allowable® 


8Z Short 211 x 300 
No. | Picnic 211 x 400 
No. 300 300 x 407 
No. 303 303 x 406 


No. 2 307 x 409 
No, 2% 101 x 411 
No. 3 Vacuum 104 x 307 
No. 3 Cylinder 404 x 700 
No. 10 603 x 700 


* in 16ths of an inch 


Table 2. Drained weights for canned tomatoes. 


Pm od Ps Container Size No. 303 No. 2 No. 10 
eS , Pet % 
FIG. 1—Determining the head space of a can of corn Maximum head space allow- 
able (measured from top 
of double seam in 16th 
of an inch) 


Fill Weights Are impor- Classi- Score Drained (ounces) (ounces) (ounces) 
° 6 o fication points tomatoes Minimum 

tant in Processing Fruits 

And Vegetables 


Grade 20 63% 13 68% 
A 19 61% 12% 67 
Whole 1S 59% 12 65 
Grade 20 T0% 2 76% 
A 19 68 3 74% 
ct ; 18 6 72% 
For Quality and Economy, the Quality 
. aa... : ; ’ ss ie Grade 63% 69 
Control Technologist Should Periodically B 60 65% 
, : : s N 5 58 9 63% 
Determine Head Space, Brine Content, io . li 
: rade I Wa 
and Net Weight of Food in the Container Cc 5s : | 50% 
) 


5 54% 


Grade Less than in “C” classification 
D 

IN THE PROCESSING of fruits and vege 
tables, it is necessary for the packer 
to have control of the quantity of 
the product packed within the con container pertains to the percent of these different sizes of containers. 
tainer in order to comply with the the total capacity of the can occupied The 90 percent tolerance is not an 
federal and state laws that require by the food (see general method for official value except for canned _to- 
the net contents to be stated on the fill of container). This is generally matoes and cream style corn. With 
label. Moreover, the packer should considered to be 90 percent of the many of the other products the con 
control the quantity being placed in capacity of the container. Fig. 1 illus- tainer must be as full as practical 
any given container from an economic trates the method used for deter- without impairing the quality of the 
standpoint mination of the fill of container by product. 

Standards of fill of container have measuring the head space of the can With fruit cocktail the standard of 
been established under the Federal with a head-space gauge. Table 1 fill of container is a fill such that the 
Food, Drug, and Cosmetic Act of presents the maximum gross head total weight of the drained fruit is 
1938 for such products as apricots, space for various sizes of cans. These not less than 65 percent of the water 
cherries, corn, peaches, pears, peas, head-space values are the maximum capacity of the container. The meth- 
and tomatoes. This standard of fill of allowable to prevent slack fill for (Please turn the page) 
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WILL YOUR CARTONS PASS 
THIS RIGID SCUFF TEST? 


Rub! Rrrubb!! Rrrrubbb!!! Printed 
surfaces of Ball Shipping Cases must 
survive this severe Abrasion Test to 
assure attractive appearance at the 
point of sale. 


GLASS CONTAINERS 
ARE BETTER PROTECTED! 


Ordeals like this “‘scuff test’’ in our Packag- Such research also helps us to avoid wasteful 
ing Research Laboratory prove the rugged- “‘over-packaging.’’ We use no more weight 
ness of Ball Shipping Cartons. Every case or strength than needed for ample safety. 
must be able to withstand hard usage and Since shipping cases often represent 25% 
keep neat looking cutside, while protecting of all glass container costs, you can save 
the Ball Glass Containers inside. plenty by calling Ball . . . first of all! 


BALL BROTHERS COMPANY 


Offices in All Principal Cities 


LET US SEND YOU our new brochure The Doo 
way to Packaging Facts It contains interesting 
details of the many tests used to maintain 
carton quality and economy. Addre 

Ball Brothers Co., Dept. FP12, Muncie, Ind 


CALL BALL FOR QUALITY GLASS CONTAINERS, METAL 
CLOSURES, AND PACKAGING ENGINEERING SERVICE 
© 1954, B. B. Co. 
PLANTS AT: MUNCIE, IND.+* CHICAGO, ILL. (Closure Division) * HILLSBORO, ILL » OKMULGEE, OKLA.+ EL MONTE, CAL. 
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General Method for Fill 
Of Container 
1. In the case of a container 
with lid attached by 
seam, cut out the lid without 


double 


removing or altering the height 
of the double seam. * 

2. Measure the vertical dis 
tance from the top level of the 
container ‘to the top level of 
the food 

3, Empty the container; wash 
dry, and weigh it 

1. Fill the container with wa 
ter to 3/16 inch vertical dis 
tance below the top level of 
the container. Record the tem- 
weight 
of the filled container, and de 
termine the weight of the wa 


perature of the water 


ter by subtracting the weight 


found in 3 


of the container 
above. 

5. Maintaining the water at 
the temperature recorded in 4 
above, draw off water from the 
container as filled in 4 above 
to the level of the food found 
in 2 above, weigh the container 
with remaining water, and de 
termine the weight of the re 
maining water by subtracting 
the weight of container found 
in 3 above 

6. Divide the weight of wa 
ter found in 5 above by the 
found in 4 
above, and multiply by 100 
The result found shall be con 
sidered to be the percent of 


weight of water 


the total capacity of the con 
tainer occupied by the food 
*In the case of a container 
with lid attached otherwise than 
by double seam, remove the 
lid and proceed as directed in 
2 through 6 above, except that 
in 4 above, fill the container 
to the level of the top thereof 


od used for determining the water 
capacity of the container is as follows 


Water Capacity of the Container 


|. In the case of a container with 
lid attached by double seam, cut 
out the lid without removing or 
altering the height of the double 
seam. ® 
Tilt the opened container to dis 
tribute the contents evenly over 
an S-mesh screen which has been 
previously weighed. Without alter 
ing the material on the screen, in 
cline the screen so as to facilitate 
drainage. Two minutes from the 


time drainage begins, weigh the 


FIG, 2—The author determines the drained weight of canned tomatoes 


drained fruit. This 
weight of the 
considered the 


screen and 
weight, less the 
screen, shall be 
total weight of drained fruit. 
Wash, dry 
container 
Fill the container with distilled 
water at 68° F. to 3/16 inch 
vertical distance below the top 
level of the container, then weigh 
the filled container. 

Subtract the weight found in part 
} above from the weight found 


and weigh the empty 


in part 4 above. The difference 
shall be considered the weight of 
water required to fill the container 
To obtain the percent of drained 
fruit in relation to the water ca 
pacity, divide the drained weight 
as found in 3 above by the water 
capacity as found in 5 above and 
multiply by 100. 

°In the case of a container with 
lid attached otherwise than by 
double seam, remove the lid and 
proceed as directed in 2 through 
6 above, except that in 4 above, 
fill the container to the level of 
the top thereof 


Volumetric Method 


With canned peas, the fill of con 
tainer is determined volumetrically, 
t.¢., a can ot peas shall be considered 
full if the container is so filled that 
when the peas and liquid are re 
moved from the container and re 
turned thereto, the level of peas 
(irrespective of the quantity of the 
liquid), 15 seconds after they have 
so returned, completely fill the con- 
tainer. A container with lid attached 


by a double seam is considered full 
if it is filled to a level of 3/16 of an 
inch vertical distance below the top 
of the double seam; and a glass con- 
tainer is considered completely filled 
when it is filled to the level of 1/2 
inch vertical distance below the top 
of the container. These measurements 
should be made with the head-space 
gauge as shown in Fig. 1. 

For many other products the U. S. 
Standards for Grades have specific 
drained weight recommendations for 
the various sizes of cans. In the stand 
ards, details are given on the size 
openings of the screen (usually either 
2-mesh or 8-mesh) and the diameter 
of the screen (usually either 8-inch 
[containers 3 pounds or less] or 12 
inch [containers 3 pounds or over]). 
Every quality 
should be equipped with the various 


control laboratory 


screens and an accurate scale to de- 
termine the drained weight for the 
particular products being packed. 
However, with canned tomatoes 
and canned grapefruit, the drained 
weight is a factor of quality in the 
U. §. Department of Agriculture's 
Standards for Grades for these two 
commodities. With canned tomatoes, 
the drained weight is determined 
(Fig. 2) by pouring the contents on 
a 2-mesh screen (the wire of the 
screen of uniform diameter of 0.054 
inch, woven into square openings of 
0.446 inch by 0.446 inch) and allow 


ing the sample to drain (the screen 


should be slightly inclined to facilitate 


draining) for 2 minutes and then 


weighing the contents. Table 2 pre 


(Continued on page 40) 
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™~ Have you checked your property values 


\ in the last 6 months? 


\ 
\ 


Is your insurance 
coverage adequate? 


Is your insurance 
up to present-day 
cost levels? 


Ch k d ’ | Negative answers to these questions mean it’s time for additional 
eck todays values eS ae 

protection for your property investment in view of today’s in- 

against your present insurance flated replacement prices. The best way to improve your insurance 

coverage .. . strengthen your protection . . . and realize the lowest 

net cost ... is through the services of a specialist. Canners Ex- 

change offers you the advantage of 46 years of experience in han- 


dling coverage for food processors. 


Canners Exchange’ 


LANSING B. WARNER, INC. 
4210 PETERSON AVENUE , CHICAGO 30, ILL. 


46 YEARS OF DEPENDABLE SPECIALIZED FIRE INSURANCE FOR FOOD PROCESSORS 
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Service Award Emblem Says 
‘Thanks for Working for Me’ 


‘Not by bread alone’ do your employees live. 
Recognition of their loyal service builds 
good will. Here are some ideas for your 


program, 


A TINY METAL EMBLEM no_ bigger 
than a dime is doing an increasingly 
ambitious job in the cause of team- 
work in the food packing and process 
ing industry. It is industry’s “medal 
of honor”—the service award emblem. 
Today, more and more packers and 
processors from 
instituting programs designed to show 
their workers that faithful 
service have recognized with 
more than paychecks alone. 
Like the laurel wreath of 
Greece, industrial 
award is not important for its practi 


coast to coast are 
years of 
been 


ancient 
today’s service 
cal value. Its value is in its symbol 
ism... symbolism that says, “Thanks 
for working for me.” 

“Particularly in the packing indus- 
try,” according to Earle Congelton 
president of the American Emblem 
Co, of Utica, N. Y., one of the na 
tion's foremost suppliers of industrial 
“the 
in favor of 


emblems trend is increasingly 
recognizing service with 
a distinctive lapel emblem award 

No one says that the lapel emblem 
all by itself labor 
management harmony in any business 
But it has 


that a service award program, prop 


cements perfect 


been proved decisively 
erly planned and conducted, can be 
a powerful tool for good will. And 
good will is the keystone upon which 
is built higher productivity, efficiency, 
quality, and, most of all, teamwork. 

Of all recognizing 
loyal service, the lapel emblem has 
emerged, by far, the most popular 
\ few firms still use the cash award 
system. But 


methods of 


abandoning 
the idea because of its innate fault 


many are 
its lack of symbolism. Cash is spent 
quickly and, once gone, the symbol 
ism, and thus, the token of apprecia 
tion, 1s gone too. 
There are other good reasons for 
its loss of favor. It is difficult to arrive 
ut a just system for doling out a cash 
award. In the eyes of some employ 
ees, the amount is never enough 
And in the eyes of management, the 
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INDUSTRY'S MEDALS OF HONOR—Tiny gold and silver service award 


emblems are doing a big job in promoting teamwork in industry. Note 


use of company trademarks as part of design 


American Emblem Co.) 


amount always seems too muc h. 

A few firms prefer to 
with a gift. But 
there are inherent difficulties. A prac 
tical gift for one employee is some 


recognize 


service here too 


times just as impractical for another. 
And expense is a real factor. 

The lapel pin, designed especially 
to connote the company giving it, is 
by far the most effective and popular 
device for rewarding loyal 

Advertising is benefit of 
the program. Design of a company 
emblem should feature a reproduc 
tion of the company trademark, dis 
tinctive lettering style or 
symbolic of the trade or products of 
the firm. Seen on the lapel of your em 


service, 
another 


designs 


ployee, it quickly identifies your firm. 
still, it 
identifies yours as a progressive firm 
for which to work and with which to 
do business. Immediately, your firm 


But what is more important 


stands out as one that recognizes 
and rewards the qualities of loyalty 
and faithfulness in its employees 

In view of this, choosing the de 
sign of your company emblem is as 
important as choosing the design of 
your letterhead. It is an ambassador. 
Good taste is in order. Most emblem 
firms have art departments and will 
assist you in developing your designs 
without charge. (Suggested reading 
on the subject: Industry's Medals of 
Honor—American Publishers, Box 116, 
Utica, N. Y.) 

It is important that some thought 
be given to the program schedule at 
the very beginning. Just as it is im 
portant that the employee with five 
years of loyal service receive recog 
nition for his services, it is important 
that when he 
level, he receives an additional rec 
ognition. 


reaches the ten-year 


(Photo courtesy of 


Vice-President R. M. Lake, Revere Copper & 
Brass, Inc., presents 50-year service award 
emblem to Joseph Ulrich. These awards form 
a vital part of Revere’s employee relations 
program. (Photo courtesy of Revere Copper 
& Brass, Inc.) 


It is a matter of varying the awards 
with 
year group, the value of the award is 


enough so_ that each upward 
increased. This can be done by vary 
ing the value of the metal, such as 
starting with silver, graduating to a 
gold-plated material, then to varying 
qualities of solid gold. It can be done 
particularly in the higher year groups 
by adding diamond chips, rubies o1 
sapphires and increasing the quanti 
ties or sizes of the stones. Changes 
made by 
varying the colors of enamel. Once 
worked out and de 
cided on, the program virtually runs 
itself. 

It is well in finalizing the design 
to make allowance for numerals de- 
noting the number of years for which 
the emblem is issued. 

The lapel emblem is not, by any 
means, solely a masculine device. 
Women appreciate appreciation, too. 
The attaching devices can be 
changed if the awards are made to 
both Screw post 

(Please turn the page) 


in emblems can also be 


a schedule is 


men and women. 
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attachments are usually preferred by 
men, while a joint and safety catch 
attachment is more conveniently worn 
by women. 

The presentation of the award 
need not be elaborate. The impor- 
tant fact to remember is this: It is a 
simple, human act of recognition. 
The presentation should be a natural 
and sincere expression of thanks. At 
mosphere is important. An emblem 
given casually at a man’s bench on 
wrapped in his pay envelope may 
do more harm than good. 

The worker has little use for the 
small piece of gold. What is impor 
tant to him is the recognition that it 
displays and the knowledge that his 
fellow workers know about this rec 
ognition. 

There is a wide variety of systems 
of presentations in use, but most ef 
fective are those in which as many 
workers as possible are in attendance 
Probably the most popular method 
of presentation IS the annual com 
pany banquet. If this is impractical, 
perhaps the awards can be made on 
company time at a general in-plant 
meeting. The least that should be 
done is a departmental ceremony. 

High ranking company officials 
should make the awards wherever 
possible. In some cases, the awards 
up to 15 or 20 years of service are 
presented by-supervisors, while 
awards to more senior men with over 
25 years of service are made by a 
company officer. 

Think of the lowly sweeper in U, S. 
Steel, who after serving sixty years 
is presented a gold emblem person 
ally by the manager of his mill. Think 
he’s not proud? You bet he is. 

One company hit upon an effective 
gimmick at the award presentation, 
when they made color slides of the 
various awards and, during the pres 
entation, projected a huge reproduc 
tion of the emblem on the screen, 
showing it off in all its sparkling 
beauty. 

Publicity is another factor that for 
ward looking management should con 
sider in planning the over-all program. 
Nearly everyone wants to be a celeb 
rity, and seeing his name in print 
is something that doesn’t happen ot 
ten to every employee 

Nearly all but the metropolitan 
papers will be glad to publicize news 
of the presentation and, particularly 
in the case of senior employees, they 
will publish names and even biograph- 
ical stories of the recipients. In 
many cases, they will assign a photog 
rapher, if advised far enough in ad- 
vance and space permits. 

Radio, too, is an effective medium 
for reporting the names of recipients. 
And the company that does not util- 
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ize its own plant communications sys- 
tem, its bulletin boards, and its house 
publication to further promote and 
spread word of the presentation, is 
missing important media. 

Some companies further promote 
the feeling of appreciation through a 
personalized letter sent direct to the 
homes of the emblem recipients, put- 
ting down in black and white a note 
of thanks for services rendered. 

The lapel emblem is utilized by 
industry for other purposes, too. It 
can be used to supplement and 
strengthen safety award programs, to 
promote attendance; for quality con- 
trol and merit awards; as an effective 
tool wherever special 
called for. 

Properly 
the tiny 
things. In 


stimulant is 


planned and executed, 
lapel emblem can do _ big 
a simple direct way, it 
says, “Thanks” . . . that you, too, 
believe your workers live “not by 


bread alone.” 


GOULD 
(Continued from page 36) 


sents the drained weight values for 
the various score points for some of 
the different sizes of cans for canned 
tomatoes. These drained weight val- 
ues can also be converted to percent- 
ages as noted in the table. 

With canned grapefruit, similar pro- 
cedures are followed in determining 
the score points for the factor of 
drained weight as described above 
for canned tomatoes. 

Regardless of the tech- 
nique used to determine the drained 
weight or the fill of container, man 
agement must know the amount of 
food being placed in the container. 
Obviously, to comply with the law, 
one answer would be to always over 
fill. This could be very costly if done 
for any period of time. Therefore, 
the quality control technologist should 
periodically sample the product at 
the filler and after processing for the 


specific 


determination of the head-space val- 
ues, brine content, and the net weight 
within the container. He 
should be thoroughly familiar with 
the recommended gross head space 


of food 


allowable, the recommended drained 
weights for the different size con 
tainers within a given product, and 
he should know the details of the 
FDA Standards of Fill of container 
for those products where standards 
have been established. 

Next month I will continue this 
subject with a discussion of the qual- 
ity control chart technique and_ its 
use in the control of fill weights and 
other quality measurements. 


FLORIDA MEETING 
(Continued from page 27) 


Packers, called for intra-industry co- 
operation and the need for greater 
public information about processed 
foods as wel! as the association’s re- 
search program. 

A nutrition research program has 
been initiated which will be of tre- 
mendous value to the frozen-food in 
dustry, Martin stated, and went on to 
say, “Nutritionists, dieticians, and the 
medical profession will no longer have 
to guess about the nutritional value 
of frozen foods. We will have the 
answers. We will establish scientifical- 
ly the exact nutritional qualifications 
of 49 frozen foods, including all the 
frozen food concentrates,” Martin 
added. Thousands of samples are be- 
ing tested for 21 nutritional factors, 
on a scientific sampling basis by the 
Wisconsin Alumni Research Founda- 
tion. “When the work is completed,” 
Martin said, “we will have the first 
authentic information concerning the 
nutritional value of frozen foods.” 

R. C. Lewis, Bordo Products Co., 
was elected president of the associa- 
tion for 1954-55. He succeeds Dr. 
Ralph Miller, director of research for 
Plymouth Citrus Products Coopera- 
tive. 

Other officers elected were Ansley 
Watson, Pasco Packing Co., first vice- 
president; E. C. Busbee, B. & W. 
Canning Co., second vice-president; 
Austin Caruso, Southern Fruit Dis- 
tributors, treasurer; and C, C. Rath- 
bun, Tampa, was re-elected executive 
secretary, 


Frozen Vichyssoise Introduced 


The first fresh-frozen vichyssoise 
soup has been introduced by Maison 
Julien, Inc., New York. The product 
is packed in 12-ounce cans with litho- 
graphed labels, produced by Ameri- 
can Can Co. One can yields two 
servings. 
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Hour in and hour out... 


DEPENDABLE BLISS round can flangers 


produce perfect double end flanges at high speeds 


Which of these two tiangers best suits your needs? ing slides are closely spaced to allow small 


diameter turrets (note photograph) which 
The 1315 Flanger with eight stations work at high speeds with very little wear. 


flanges cans from 2” to 4-3/16" diameter; 


from 2” to 8” high. 


All models are housed in a heavy Meehanite 
cast base. 


os . , To learn more about these dependable 
The 1416 Flanger (illustrated) has four 


, Bliss Flangers—and other equipment in the 
stations, and flanges No. 10 and similar- . wl 


Bliss can making line—write or wire today 
for Catalog 36-A. . 


a 
Both models are fast and fully automatic. FE. W. BLISS COMPANY 4g 


But, more important, both are engineered to 50 Church Street 


sized cans. 


give long, trouble-free performance. Flang- New York 7, New York 


on your machine is more than a name... it's a guarantee 
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Profitable Packaging 


Five items in Red Wing line display improved label design. Note easy-to-see, easy-to-read copy 
on clean, white background. Chili sauce and catsup carry simple, uncluttered neck bands which 


emphasize brand identification. 


Red Wing Improves Labels 
With New Basic Design 


A NEW LABEL DESIGN is doing a three- 
fold job for the Red Wing Co., Inc. 
Fredonia, N. Y. 

It is “selling” the consumer effec 
tively—especially in supermarkets—by 
(1) inereasing brand _ identification; 
(2) promoting product identification 
and (3) associating the product with 
a well-colored, realistic vignette. 

The new label combines bold de 
sign with good legibility, White back 
ground emphasizes quality and 
cleanliness, and, according to E. C. 
Steele, company vice-president, pro 
vides sharp contrast for lettering. 

Featured at the top of the label is 
a single red wing, with the words 
“Red Wing” carried in white. This 
motif readily identifies brand name, 
both literally and pictorially. 

An attractive natural-color vignette 
of the product is carried prominently 
in color, furnishing appetite appeal 
as well as association with the prod 
uct. Strong, clean block lettering in 
blue further emphasizes product 
identification and is highly legible 
at a distance. 

Thus, the label is an effective “eye- 
catcher” and establishes the product 
identity by trade name. 

After many years of using its for- 
mer label design, the Red Wing Co. 
decided that a change was necessary 
to keep up with the consumer habits 
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of today. With its three-fold objective 
in mind, the company developed its 
basic new design. Finished art work 
was executed by the Muirson Label 
Co., Peoria, Il. 

But before the resulting label was 
chosen finally, consumer checks were 
made which influenced the decision. 

The Red Wing Co. was founded in 
1912 and began marketing its prod- 
ucts at that time. Originally the plant 
packed grape juice and apple juice. 
Since then a line of 26 preserves and 
jellies has been added, as well as 
catsup, chili sauce, and tomato juice, 
and the apple juice is no longer 
packed. 

The entire line bears the rede- 
signed basic label. 

Muirson Label Co. manvfactures 
the labels. Containers are furnished 
by Tygart Valley Glass Co., Washing- 
ton, Pa.; Thatcher Glass Co., Elmira, 
N. Y.; and Libby-Owens Glass Co., 
Toledo, Ohio. Closures are made by 
the White Cap Co., Chicago, and 
Aluminum Co. of America, Pittsburgh, 
Pa. 

With its improved package design, 
the Red Wing Co. has taken another 
step forward in keeping pace with 
today’s consumer—particularly the su- 
permarket And, with the 
cooperation of its suppliers, it has 
performed a job of mutual benefit. 


shopper. 


' Food Editors Hear 


* 7 
‘Lid-Flipper’ Story 

The “lid-flipper,” new  ten-cent 
opener that streamlines the opening 
and resealing of glass-packed foods, 
was introduced to nearly 50 editors 
of food pages for the nation’s major 
daily newspapers during the recent 
Newspapers Food Editors conference 
in New York. 

Presentation of the opener to this 
segment of the press was another 
phase in the public education cam- 
paign being conducted by the White 
Cap Co. of Chicago on behalf of 
vacuum pry-off caps for glass-pack- 
aged foods. 

Representing daily newspapers 
from coast to coast, the editors were 
provided with samples of the _lid- 
flipper, as well as informational kits 
describing how the key-type metal 
opener works. 

The editors were told that the all- 
purpose opener will be available 
shortly in food stores, chain, variety, 
hardware, and department _ stores 
throughout the country. It is expect- 
ed to make glass jars with pry-off 
caps the easiest to open of all food 
containers. 

Developed by White Cap, the lid- 
flipper is manufactured and distribut- 
ed by Ekco Products Co., world’s 
largest housewares firm. 

White Cap officials participating in 
the introduction to the food editors 
were Charles S. Roberts, assistant to 
the president, and John C. Swift, 
sales manager. 

The consumer education program, 
launched less than a year ago, al- 
ready has reached thousands of edi- 
tors, commentators, home economists, 
and others who influence the selec- 
tion of foods by American homemak- 
ers. Highlights of the campaign 
include: 

(1) A series of informational mail- 
ings to 20,000 home economists, edi- 
tors, and food industry leaders. 

(2) A special preview of the new 
opener in New York for 100 editors 
of national magazines, and radio and 
television commentators. 

(3) A television offer that placed 
thousands of the openers in homes 
throughout the nation. 

(4) An exhibit and demonstration 
at the American Home Economics 
Association annual convention, reach- 
ing more than 3,000 teachers and 
writers. 

The company has announced that 
plans for the coming year include 
expansion of the program to reach 
additional thousands of public opin- 
ion moulders, as well as to continue 
a flow of educational material to 
those already contacted. 
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Freezing News 


Promotion « Selling « Research 


Award Conferred for NAFFP’s 
Nutrition Research Program 


The National Association of Frozen 
Food Packers has received the 1954 
Award of Merit for its nutrition re- 
search program, the purpose of which 
is to establish authoritative informa- 
tion on the nutritional composition of 
all types of commercially packed froz- 
en fruits, juices, and vegetables. 

L. S. Martin (right), secretary-man 
ager of the NAFFP, is shown accept 
ing the award from Dr. George W. 
Robbins, acting dean of the school 
of business administration, University 
of California. On behalf of the Amer- 
ican Trade Association Executives, Dr. 
Robbins presented the award to the 
NAFFP “for having rendered out- 
standing service to the industry which 
it represents as well as to the Amer 
ican Public.” Presentation was made 
November 8 at the annual conven- 
tion of ATAE in Los Angeles. 


Sara Lee Names Distributor 


Kitchens of Sara Lee, Inc., Chicago 
has appointed a new distributor to 
handle Sara Lee products in the Kan 
sas City and Wichita areas. Sales will 
be handled by Stoops & Wilson, 500 
E. 3rd St., Kansas City, Mo 


Wins Holiday in Palm Springs 


Winner of Sunkist Growers’ recent 
“Winter Holiday in Palm Springs” con- 
test was Marvin Zabel, a salesman 
with Milwaukee Cheese Co., Osh 
kosh, Wis. 
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Preliminary Report Shows 
Drop in Frozen Pea Pack 


The 1954 pack of frozen green 
peas amounted to 205,087,759 
pounds, according to a_ preliminary 
tabulation by the National Association 
of Frozen Food Packers. This reflects 
an 8% drop below last year’s produc- 
tion. However, despite the over-all 
pack reduction, the volume packed 
in retail sizes this year was approxi- 
mately equal to that of last year. 
Most of the retail pack was in the 
10-ounce size, 


Hydraulic Slicer Designed 
For Frozen Fish Products 


H. G. Weber & Co., Inc., Kiel, 
Wis., has designed a new hydraulic 
frozen fish slicer which processes fish 
and similar frozen foods with high 
speed and uniformity. Its adjustable 
magazine feed for slicing sticks oper- 
ates at 50 strokes per minute, and 
slices can be varied in thickness as 
desired. Frozen fish slabs are proc- 
essed directly from the freezer with- 
out sawdust waste and extra handling. 


Animated Figures Spark 
Year-Around Promotions 


Sparked by two new animated west- 
ern figures—“Freddie and_ Frankie 
Flav-R-Pac”—North Pacific Canners & 
Packers, Inc., Portland, is offering 
four seasonal promotions on its line 
of canned and frozen foods. Using 
seasonal symbols, the “Fall Festival 
of Values” is followed by “Happy 
Holiday Treats,” “Springtime Taste 
Bargains,” and “Special Summertime 
Savings.” Special prices are offered 
to distributors and retailers, and ad 
vertising plans include tie-ins with 
other products, as well as editorial- 
type ads. 

George H. Robertson, assistant sales 
agent for North Pacific, points out: 


“We have found a distinct need for 
animation in our television programs 
and general advertising to enable us 
to capture interest of all ages.” 


Swanson Adds ‘Twin-Pack’ Pies 


C. A. Swanson & Sons, Omaha, has 
added two “Twin-Pack” brown-and- 
serve pies to its line of frozen foods. 
Each package holds two complete 
pies, either cherry or apple. The com- 
pact carton, made by the Marathon 
Corp., Menasha, Wis., stacks easily 
and wastes no space in home freezers. 
Rotogravure printed in six colors, the 
overwrap gives quick, realistic prod- 
uct identification, as well as maximum 
protection. 


Standards Issued for 
Frozen French Fries 


The first standards for grades of 
frozen french fried potatoes have 
been issued by the U. S. Department 
of Agriculture, effective Nov. 20, 
1954. The new standards include: 

Product description: “. . . prepared 
from mature, sound, white or Irish, 
potatoes.” Method of preparation and 
storage are given. 

Styles: “French style means pota- 
toes cut into strips,” with cross sec- 
tional dimensions varying from % by 
4 to approximately 4% by % inches. 

Grades: “U. S. Grade A” or “U. S. 
Fancy”; “U. S. Grade B” or “U. S. 
Extra Standard”; and “Substandard.” 


Bacteria in Frozen Vegetables 
Studied by Cornell Scientist 


The number and kinds of bacteria 
in frozen vegetables stored over long 
periods have been determined by Dr. 
George ]. Hucker, Cornell food bac- 
teriologist at the New York State Ag- 
ricultural Experiment Station, Geneva. 
He also has identified types of bac 
teria that can grow at freezing tem- 
peratures, 

However, none of the organisms so 
far observed in frozen vegetables had 
any significance from a public health 
standpoint, Dr. Hucker said. A tech- 
nical report on his findings appeared 
in a recent issue of Food Technology. 
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POSITIVE DISPLACEMENT 
SANITARY PUMPS 


Yes, the Waukesha P.D. Pump has revolutionized product always comes out of the Waukesha Pump 
handling of jams, jellies, preserves, marmalades, and with exactly the same consistency as it goes info the 
a lot of other food products. Changed production from pump — no crushing, churning, recirculation or aera- 
old-fashioned batch or ‘‘bucket’’ methods to fast, safe tion — and at any capacity you need. 

high speed production that saves product, labor, clean- 
up time, lifting, spillage — and puts your product into 
cans or jars faster, at lower cost, for high profits! 


It's easy to prove to your satisfaction. Just tell us 
what kind of product you want moved. 


100% 
YextsheH srnirary 


WAUKESHA FOUNDRY CO. PUMPS 


1340 Lincoln Avenue, Waukesha, Wisconsin Dependable Product of a Responsible Manufacturer 


It’s the exclusive slow speed Positive Displacement 
I 
principle of operation that performs this miracle. Your 
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THIS 


Piling empty paliet bins 20 teet high 


IS THE WAY 


to save time and money 


handling vegetables ‘ 
% 


The man in the picture is Jack 
Kennedy, of Sam Kennedy and 
Sons, Clear Lake, Iowa. He’s 
driving a 5000-lb. electric Clark 
truck, fitted with a detachable 
rotating device. This truck is 
capable of putting two of these 
pallet bins, each containing a 
ton or more of potatoes or onions, 
high enough so the top is 20 ft. 
from the floor. The rotating de- 
vice enables it to dump a pallet 
bin so gently that there is no 
bruising in the dumping process. 


The Kennedys have storage for 
about 400 carloads. Naturally 


AS 


SS 


they use lift trucks to unload 
highway trucks, to dump the 
pallet bins without damaging 
the vegetables, and to stack the 
empties. You can see how this 
mechanized system eliminates 
costly delays, cuts accidents, 
saves time and money for Sam 
Kennedy and Sons. 


Fork trucks are the key to more 
profit—whether you are a big or 
little operator. Your local Clark 
dealer, listed under ‘Trucks, 
Industrial” in the Yellow Pages, 
will be glad to give you an idea of 
how much money you can save. 


Industrial Truck Division 


CLARK EQUIPMENT COMPANY 
Battle Creek 137, Michigan 


WILLKIE 
(Continued from page 28) 


arising from factors beyond their con- 
trol, and by the same token to resist 
the government's well-intended plan 
to substitute its judgment in these 
matters for those of the canner-grower 
team is, we believe, in keeping with 
the principles of independence which 
we in this industry so highly prize.” 

On the same program, Dr. Reid T. 
Milner, newly appointed head of the 
Department of Food Technology at 
the University of Illinois, described 
the activities of his department as 
they relate to food processing. He 
asked Illinois canners to explain to 
prospective students in this state and 
others the excellent opportunities that 
exist in the University’s facilities for 
training in food technology. 


Can Companies’ Promotion 
Programs Discussed 


Representatives of two can manu- 
facturing companies outlined their 
respective programs for increasing the 
consumption of canned foods. Delbert 
Johnson, manager of Continental Can 
Company's advertising department, 
gave a progress report on his com- 
pany’s campaign, and said it was de- 
signed primarily to operate at the re 
tailer level. He distributed copies of 
Continental's “Canned Foods Mer- 
chandiser Digest,” and said that 34 
packers have standing orders running 
into the thousands of copies for this 
leaflet for use in their own merchan- 
dising and promotion programs. 

Fenton J. Dowling, assistant man- 
ager of sales for American Can Com- 
pany’s Central Division, explained 
that his company’s program is aimed 
at the consumer primarily, and at pres- 
ent consists of full-color advertise- 
ments in leading consumer magazines 
with readership in the millions. He 
demonstrated this presentation with 
colored slides. ““Our purpose is 
fundamental,” Dowling said. “We are 
interested in helping move canned 
foods out of warehouses, through 
stores, and into homes.” 

When introducing the can com- 
pany representatives, Robert Snively 
of the Illinois Canning Co. and presi- 
dent of the Illinois Canners Associa- 
tion, set the pace for the promotion 
and merchandising session by saying, 
“Too many canners have believed in 
the past that their only obligation to 
the consumer was to pack a good 
product and price it competitively. 
Little thought was given to creating 
demand or canvassing the market to 
determine just what food the con- 
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sumer wanted or how it should be 
packaged and displayed to determine 
just what food the consumer wanted 
or how it should be packaged and 
displayed for maximum attractiveness 
and convenience. Other types of foods 
has capitalized on this failure of the 
canners, and many of these ‘glamour’ 
foods have made increases at the ex- 
pense of canned foods. 
“Now a general awakening has 
come about among canners and their > 


~ 


associates in this great industry. Amer- 


‘A 
ican women are being told the true We Mh Y WD 
story of America’s canned foods—that s UG] 


they are appealing to the eye as well 


as to the taste; that they are econom- ' 
ical, highly nutritious, and conveni ; BR 
ent.” 


iliac eaini => | can closing machines 


Guy E. Pollock, secretary-treasurer 
of the Iowa-Nebraska Canners Associ- 
ation, ably reviewed the National ae a maintenance, higher production 
Canners Association’s consumer and 
trade relations program before the , | Round can closing equipment has been an 
illinois group. He explained the need | Jr Angelus specialty for more than 40 years. 
for the current industry promotional ( b Fi ] Throughout these many years Angelus equip- 
program, how it developed, and what’s ee ae has been developed: to 6 high Gage 
been done to date. Referring to the | r ma) | efficiency, simplicity and ruggedness that gives 
can company presentations on the pro- ae a he witinnnte Sn Gopemrnnne 27 = ene 
gram, he issued a challenge to can- | tion. This is why Angelus is the world’s largest 
ners: “What ase you. os individual | exporter and the nation’s only manufacturer 
canners, going to do about these pro- specializing in can closing machines, Angelus 
grams? Indirectly these educational P gt machines are in wide demand in areas where 
and promotional programs on canned , maintenance facilities and skilled operators are 
foods will help all canners. But the ' at a premium. where continuous production 
direst hanes wilt neue 6. ees Ohio sii demands the utmost in dependable operation. 
follow through with their brokers and ‘ Angelus Automatic Seamers and their wide 
distributors. Are brokers and distribu- range of accessories meet can closing require- 
tors interested? You bet they are,” | ments for a multitude of products... from pop 
Pollock asserted. to petroleum, from tuna to tomatoes. 

The Iowa spokesman pointed out 
three factors that can test the canner’s 
merchandising skill: (1) more than 400 
babies are born every hour; (2) there’s 
a chance to further increase per-cap- 
ita consumption of canned foods; and Write today - 
(3) the conversion of the habits of 


gee for complete details on 
Pollock 


for lower investment, lower 


Angelus offers a variety of styles 
with capacities ranging from 
30 to 400 cans per minute. 


non-canned-foods consumeis. 
said it is up to each segment of the 
industry to get behind its own item or 
items in different ways and support 
the publicity and promotion of canned 
foods. 


models and an Angelus 
Engineered Application 


Recommendation 


W. D. Jones, association secretary, | 
presented plaques to representatives | , ; 
of five Illinois canneries that com- | ; 
pleted accident-free seasons on certain | , 
crops in 1954. The companies, and 
crops, are: Rossville Canning Co., 
corn; the Blue Island plant of Libby, 
McNeill & Libby, tomatoes; Illinois 
Canning Co., tomatoes and corn; and 
A. Washburn & Sons, tomatoes. 
The annual meeting was concluded 
with a reception and cocktail party 
sponsored by American Can Co. and 
the annual dinner dance. 


Sanitary Can Machine Company 
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MAKE THIS SIMPLE TEST! 


From a high speed bow, launch a steel pointed arrow into a piece of sheet metal. You'll find 
that the rigid resistance of the metal can’t stand up ogoinst the impact of the arrow. 


However, try the same trick and fire away at a bag full of cotton and you'll find that the 
arrow is stopped cold by the lack of resistance. This same lack of resistance to impact makes 
solid woven cotton Buffalo Belts last longer 


»»-and you'll always buy TOUGHER, LONGER LASTING 


BUFFALO Céneyot. BELTS 


OVER 

200 SIZES 

35 WIDTHS 

7 THICKNESSES 


\ 


\ 


\ 


MADE OF SOLID-WOVEN COTTON with our exclusive 
Wov-In-Wear process, Buffalo Belts are the conveyor belts 
with the “built-in bounce’ Strange as it may seem, these 
beles LAST LONGER because like the bag of cotton they offer 
little or no resistance to the impacts and wear factors 
that are peculiar to your particular production line. Hard, 
stiff, rigid belts will grind, groan and wear if your conveyor 
is the least bit bumpy or out of line. Buffalo Cotton Belts, 
just because they are woven, ALIGN themselves perfectly to 
every curve of your conveyor. But... by the same token, the 
extra tight weave of the strongest cotton yarn available in 
Buffalo Belts makes them the TOUGHEST belt you can buy. 


IN ADDITION TO REGULAR WOVEN BELT, BUFFALO 
OFFERS 6 SPECIAL TREATMENTS TO HANDLE 
PARTICULAR PROBLEMS, FOR INSTANCE: 


YURI ANT 


Buffalo’s regular cotton belt is covered 
with a tough plastic overcoat to produce 
PLASTEX. This surface won't crack or 
peel and is impervious to hot grease, 
oils, acids, alkalies, moisture and tem- 
peratures from —20° to 200°F. 
Won't absorb or exude any odors 

and can be cleaned by ANY 

method including live steam. 


- FREE 
_ 14 PAGE GUIDE TO 


Buying the Right Conveyor Belt for 
your Particular Job. Illustrated Uses, Main- 
tenance Tips, Sizes, Prices 


dg Varina unr Ta 


209 CHANOLER STREET 


NEW YORK 


PHILADELPHIA 


BUFFALO 7, NEW YORK 


DETROIT LOS ANGELES 


CHICAGO 








KERR 
(Continued from page 18) 


a hypothetical case. A processor finds 
an interesting market expansion for 
yellow tomato preserves. But the 
canner finds that the farmers with 
whom he’s been contracting hate the 
sight of a tomato plant. They tell 
him to go lay an egg. They're going 
to sow their land to bluegrass and 
raise cattle. So what does the canner 
do? The farmers who have gone bust 
in the cattle business and are ready 
to listen to reason in regard to to- 
matoes can’t make that shift, for 
reasons mentioned above. The NCA 
points out that a farmer’s crop rota- 
tion practice, soil needs, financial re- 
quirements, and crop experience, as 
well as personal preference, always 
exert a substantial influence upon his 
plans for any particular year. Many 
canners, as a result of such things, 
have a grower turnover of as much 
as 25% a year. And where, under 
the September regulation, are they 
going to find replacements? 


Both Acreage and Price 
Set by Contract 


And so far as controlling vegetable 
surpluses is concerned, most vege- 
tables for processing are produced 
under contracts that are signed long 
before the planting season opens. 
These contracts set both the acreage 
and the price to be paid the farmer. 
They transfer from the grower to the 
processor the hazards of 
market and price decline. Someone 
must estimate the vegetable market 
in advance. A historic-acreage formu- 
la, in a period of expanding markets, 
doesn’t look excessively smart. Under 
a long-established practice, the proc- 
essor has 


economic 


estimate; and 
he’s done well enough at it—taking 
the financial risk involved—that he’s 
willing to keep on doing it. He isn’t 
knowingly going to make too high a 
guess and find an unsold surplus on 
his hands. If the USDA is worried 
about surpluses of processed foods, 
as the September 15 ruling about 
1955 would indicate, who 
is going to worry about national food 
shortages? A look at the record indi- 
that 
demand and prices pretty accurately. 
So the NCA says firmly: “We do 
not believe that a substantial justifi- 
cation can exist for limiting producers 
of vegetables for processing to their 
acreage or that any such 
program is administratively feasible.” 


made _ the 


acreages 


cates processors have guessed 
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Frank M. Shook Dies 


Frank Marion Shook, 85, active in 
the canning industry since 1901, died 
November 7 in Easton, Md. 

Mr. Shook had worked for several 
Ohio canning firms before. becoming 
secretary of both the Ohio Canners 
Association and the Western Canners 
Association. During World War I he 
was appointed purchasing agent for 
the Food Administration and in 1919 
accepted the position of assistant sec- 
retary of the National Canners Asso- 
ciation, where he remained until 
1926. Then he became the first full 
time secretary of the Tri-State Pack- 
ers’ Association, where he continued 
to live after his retirement in 1951. 

Survivors include his wife, Cora 
Woolever Shook, and six children. 


Cc. L. Fisher 
Gets a Bear 


C. L. “Chet” Fisher, plant super- 
intendent for Illinois Canning Co., 
Hoopeston, IIl., shot a 900-pound, 
silver tip Grizzly bear on Sept. 21 in 
the Athabasca Forest Reserve, Prov 
ince of Alberta. 

The bear hide, 8 feet 6 inches from 
tip to tip, is being made into a rug 
for Mr. Fisher’s home. The animal was 
killed with a custom-made, 300 
Weatherby Magnum gun. Mr. Fisher, 
noted in the industry for his hunting 
prowess, on the same trip shot a cari 
bou, mountain ram, and Rocky Moun 
tain goat. 


Daily Freight Service Initiated 

A new daily motor freight service 
connecting the Northwest with east- 
ern, midwestern, and intermountain 
territories was recently initiated by 
the Pacific Intermountain Express 
company and its subsidiary, West 
Coast Fast Freight. This new service 
is offered to shippers of perishable 
commodities, utilizing the most mod 
ern refrigerated transport equipment 
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mist GACOS new 


*SAY “SEE-AR-CO” 


BLANCHER 


BUILT TO BEAT 
SANITARY 
Hinged doors on both CONTAMINATION 


sides, wide clearance 
between shell and cylinder 
make cleaning easy. 


NO CONTAMINATION 


Vented only at feed and discharge 
openings to prevent the drafts, 
cool spots where bacteria grow. 


AND LOOK Nae ia 
AT THIS! ee 


All corners and edges are rounded to 
eliminate bacteria breeding places. 


oe Disc and rod construction of inner 
drum. 


* Flushable heating pipes. 


* Cylinder accessible from feed and 


discharge openings. 


* All fabricated construction —no 
castings. 


The Feature Finders are right! CRCO’s new Blancher doesn’t give bacteria 
the time, temperature or place to grow. Write for complete data. 
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Left: One of 125 displays of products packaged in glass which were exhibited in Millville, N. J., 
during the community's “Buy It In Glass Week,” October 25-30. Right: Frank Pugliese of Arm- 
strong Cork Co. and George Baumbach, president of Millville Local 257 of the Glass Bottle Blowers 
Association (AFL), look on as Harry E. Minkwitz, president of Local 7 of GBBA, and W. W. Ped- 
rick, manager of Armstrong’s Millville glass plant, shake on success of “Buy It In Glass Week.” 


Promotion Urges Town to 


"Buy It 


“Buy Ir In Grass Week,” held in 
Millville, N. J., October 25-30, proved 
so successful that it’s likely the event 
will become an annual affair and be 
celebrated nationally. 

Key to the success of the ‘promo: 
tion, which pointed up the tremen 
dous growth of the glass container 
business, was the close © operation 
of local unions of the Glass Bottle 
Blowers Association (AFL), Millville 
glass industries, and the community. 
The week was sponsored by GBBA, 
whose purpose as stated in its reso- 
lution was “to educate the people of 
Millville on the importance of the 
glass industry to their economic and 
social welfare.” 

Millville, site of an Armstrong Cork 
Co. glass plant and the T. C. Wheaton 
glass plant, is one of the leading 
glass production centers in the ceun- 
try, 

Leading manufacturers of food and 
other products packed in glass 
supplied merchandise which was dis- 
played in some 125 of the communi- 
ty’s retail stores, banks, and local civic 
organizations. 

Posters with displays of glass-pack- 
aged products emphasized the role 
glass plays in terms of greater em 
ployment, increased purchasing pow- 
er and, in general, a more prosperous 
economy for the community's citizens. 
Residents were urged to support local 
industry by buying soda, milk, beer, 
and foods in glass containers 


50 


In Glass Week’ 


High point of the week was an 
address by Lee W. Minton, interna- 
president of GBBA. Minton 
urged citizens gathered at the Mill 
ville High School auditorium to con- 
tinue their outstanding 
local glass container industries. 

Both union and glass plant officials 
affirmed “Buy It In Glass Week” was 
successful in emphasizing to the com 
munity the importance and dynamic 
growth of an industry that dates back 
more than 5,000 years. Figures for 
1953 revealed the continued growth 
of glass container business as a part 
of the $9 billion packaging industry. 
American bought 
than two glass-packed items in 1953 
for every one packed in metal. 


tional 


support of 


consumers more 


Forty-seven companies in the in- 
dustry in 1953 produced an all-time 
high of 18 billion glass containers—113 
for every man, woman, and child in 
the United States. 

Besides showing current growth of 
the glass industry, Glass Week helped 
to highlight many of the well-known 
features of glass as a packaging me- 
dium. Advantages such as fine ap- 
pearance, protection of the purity of 
contents, ease of handling and _stor- 
ing, and low cost were brought to 
mind through the displays and 
posters. 

GBBA union officials report the 
idea of “Buy It In Glass Week” is 
spreading to other communities. 


Production Lines 
os & * 


Diamond Alkali to Open 
New Plant Next Year 


The Muscle Shoals, Ala., chlorine- 
caustic soda plant recently sold by 
the government to Diamond Alkali 
Co., Cleveland, will be in production 
by Jan. 1, 1955, according to the 
company. A contract has been award- 
ed to Leonard Construction Co., Chi- 
cago, for rehabilitation and construc- 
tion of certain additions to the plant 
and equipment. 


Two New Apple Varieties 
Announced for Processing 

Two new apples—Monroe and Web- 
ster—are believed to hold much proin- 
ise as processing varieties, according 
to the New York State Agricultural 
Experiment Station, Geneva. Although 
Baldwin and Greening are now the 
most important apples grown in New 
York for processing, they are not 
being planted in large enough num- 
bers to maintain present production 
rates. “Monroe and Webster, devel- 
oped in the fruit breeding program 
at the station, appear to have the 
qualities wanted by both growers and 
processors,” declared L. G. Klein, 
Cornell fruit specialist at the station. 


New Berry Varieties 
Described in Bulletins 

New varieties of strawberries, rasp- 
berries, and blackberries are de- 
scribed and illustrated in full color 
in three bulletins recently released 
by the New York State Agricultural 
Experiment Station, Geneva. The new 
fruits are products of an extensive 
breeding program aimed at the de- 
velopment of varieties superior in 
some important respect to existing 
kinds. The bulletins, available upon 
request, were prepared by Professor 
George L. Slate, Cornell small fruit 
specialist located at Geneva. 


New Fruit Catalog Issued 


The 1954-55 catalog of new fruits 
available from the New York State 
Fruit Testing Cooperative Association 
at Geneva has been released. Most 
of the new varieties and selections 
originated in the fruit breeding pro- 
gram at the New York State Agricul- 
tural Experiment Station, with which 
the association cooperates in propa- 
gating the more promising new intro- 
ductions. A copy of the list may be 
obtained upon request from either 
the association or the experiment sta- 
tion at Geneva. 
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BURT HIGH SPEED 
CASE PACKERS FILL A 
TWO-LAYER CASE 
WITH EACH STROKE! 


THE EASIEST CAN 
HANDLING 
METHOD OF ALL! 


BEATS FLEETING TIME! 


SPEED UP YOUR “LINE” WITH... Burt Packers save time because cans are lifted, then gently 


pushed into proper tracks. Operator simply places empty 


case. The machine automatically fills and discharges case. 
J 

Funnel is cleared with every plunger stroke, minimizing 

impact. Two-layer case filled with each stroke. 


BURT MACHINE COMPANY Exclusive variable speed arranger assures uniform supply 
401 E. Oliver St., Baltimore 2, Md. including automatic safety and clearing devices. 


Oy High speed, dependable 
) Y Urschel Cutting Units make it 
possible for Packers to cut 
iia oan naman pickles in all popular sizes 
AND HALVES SLICES and shapes — profitably! De- 
signed for small to largest 
operations, these widely used 
units fit perfectly into existing 
ee ee Sy production lines. For exact, 
<S y B profitable answers to your 
3 1 £ . . 
pickle cutting problem, consult 


with Urschel now. 
FULL LENGTH BREAD & BUTTER 
SLICES SLICES 


LA ATORIES nc. |» 
‘VA ARAISO, INDIANA 


i a i chalet a lc Me i, 


; 
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The Market Place 


News of Promotion & Selling 
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College Inn Buys ‘Frost-it’ 


College Inn Food Products Corp. 
Chicago, has purchased “Frost-It” 
the ready-to-spread cake frosting 
packed in glass. Available in three 
flavors—chocolate, caramel, and 
creamy white—the product is used 
right from the jar, and remains soft 
when spread. Wallace M. Davis, as- 
sistant sales manager of the company, 
will be in charge of “Frost-It” sales. 


Gerber Introduces 
New Baby Foods 


Gerber Products. Co., Fremont, 
Mich., has begun distribution of three 
new baby food items. The new prod- 
ucts are strained chicken; fruit dessert 
with tapioca, combining apricots, or 
ange juice, and pineapple juice; and 
strained garden vegetables, with peas, 
carrots, and spinach. 


No Label on Olive Package; 
Cap Carries Sales Message 


Grandee Spanish olives are now 
being packed by Mawer-Gulden-An 
nis, Inc., Brooklyn, N. Y., in an at 
tractive tumbler with diamond design 
Holding 3% ounces, the glass is topped 
with a red-and-white lithographed 
closure which carries brand and prod 
uct identities and space for price 
marking. The jar is unlabeled and 
relies on the closure for the sales 
message. 

Tumblers are supplied by Owens 
Illinois Glass Co., Toledo; closures by 
White Cap Co., Chicago. 


Heinz Adds to Junior Varieties 


H. J. Heinz Co. has introduced two 
new junior baby foods, both packed 
in glass with Vapor-Vacuum closures 
by White Cap Co. The new varieties 
are Junior Green Beans and Potatoes, 
with slight bacon flavor added; and 
Junior Pork, fifth in the line of Junior 
meats, 


CLIO SBE 


Vacuum Caps Making News, 
Says White Cap Report 


For the first time in the history of 
glass-packed foods, the nation’s news- 
papers, magazines, and radio and TV 
stations are publishing a continuous 
variety of news about why packers 
use pry-off caps. A report on this 
phase of its new consumer education 
campaign has been issued in the form 
of a brochure titled “Suddenly 
Caps have become Big News.” The 
brochure contains information and il- 
lustrations covering results of the first 
half-year of publicity appearing in the 
nation’s communication media. It is 
available by writing the company at 
1819 N. Major Ave., Chicago. 
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Beans Packed in Glass 
Create Instant Appeal 


Easy shopper inspection of con- 
tents helps to create instant appeal 
for these green and wax beans in 
glass. Hanover Canning Co., Hanover, 
Pa., packs its whole and_ long-cut 
beans in glass, encircled with narrow 
wraparound labels for brand identifi 
cation. Glass jars are made by Owens- 
Illinois Glass Co., Toledo; side-seal 
metal caps by White Cap Co., Chi- 
cago; and labels by Rad-Mar Press, 
Ine., Toledo. 


Dole Announces 
Price Adjustments 


Price reductions averaging about 
9% on Dole canned pineapple juice 
and increases averaging slightly under 
2% on solid pack pineapple products 
have been announced by Dole Ha- 
waiian Pineapple Co. 

“We are taking this action on pine- 
apple juice to put our product in a 
more competitive position with citrus 
and other juices,” a company spokes- 
man declared. “An increase in prices 
of solid pack pineapple items has 
been justified for some time from a 
cost standpoint.” 


Package Redesigned for 
Apple Juice and Cider 


Shown above in quart, half-gallon, 
and gallon sizes is the new package 
being used by Eckert Orchards As- 
sociates, Inc., Belleville, Ill., for apple 
juice and sweet apple cider. A mod- 
ern-design, four-color label and two- 
color lithogranhed Crown Cork & Seal 
lug cap, SRH-lined, point up trade 
and product names. Skirt of cap car- 
ries company name. 


Family Design Adopted 
For Window Box Candies 


New England Confectionery Co. is 
packing its Window Box line of coat- 
ed candies in a redesigned family 
of cartons designed and made by the 
Thames River division of Robert Gair 
Co., Inc., New York. Each carton is 
printed in a different color, with de- 
sign varying only in the name of the 
particular candy enclosed. 


New Merchandising Features 
Added to Domco Oil Products 


New merchandising features—color- 
ful, bright labels and a tear-strip car- 
ton—have been added by Dothan Oil 
Mill Co., Dothan, Ala. Used for salad 
and cooking oils, the new labels are 
shown here on quart decanters, Old 
label is at left in photo above. 

The tear-strip carton, which con- 
verts into a selling tray, carries a 
sales message: “Easy to Measure- 
More Pleasant to Use.” Cartons and 
labels were designed by Owens-Illi- 
nois Glass Co., Toledo, supplier of 
the decanters and lithographed clos- 
ures. Labels are manufactured by 
Tompkins Label Service, Philadelphia. 
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Cleanses thoroughly... 
removes splits and skins, 
without bruising! 


THE Kohins 
STAINLESS STEEL 


ROD WASHER 


This general - purpose washer ( 
thoroughly cleanses blanched or ’ 
raw stock without bruising. z he 
Robins Stainless Steel = « 
Washer simplifies the alin a 
string beans, lima beans, peas, 


beets, carrots, dried vegetables. eG of 


Add it to your production line 
and watch your profits rise! 

Get the full story on this versa- 
tile washer that pays for itself! 


See your Robins representative 
+». or write for complete details 
on specifications, prices, delivery 


NUTRL-JEL 


CONFECTO-JEL 


STANDARD 


and 


JUNIOR 
MODELS 


Ak Robins WW 


AND COMPANY, INC. 


Manufacturers of Food Processing Machinery Since1855 
713-729 &. Lombard St. @ Baltimore 2, Md. 


VRE Od. 


Vd de 


the Standard of Quality 


for sixty years 


Powdered 4¢/“ Pectin 


for PRESERVERS 


ee Tei dt ae: 


Plants in Apple Regions From the Atlantic to the Pacific 


SPEAS COMPANY, General Offices, 
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Kansas City 1, Missouri 
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Hume Introduces New Lima Bean Harvester 


H. D. Mendota, Il. 


immounces its newest harvesting ma 


Hume Co. 


chine for the canning industry—the 
Model CN112 lima bean harvester. It 
has been 


specifically developed to 


decrease the amount of dirt intro 
duced into the packing operation with 


present harvesting methods 


Unit Measures, Transmits 
Process Temperatures 


A new instrument which accurately 
measures process temperatures and 
pneumatically transmits the informa 
tion to a central controlling station has 
been announced by the Foxboro Co 
Model 


12A temperature transmitter, it is a 


Foxboro, Mass. Known as the 


nonindicating device of the “force 
balance” type with a calibrated ac 
curacy of 4% of temperature span. It 
is completely weatherproof, permitting 
installation in hazardous or corrosive 


outdoor areas 


Clark improves Fork Truck 


Clark Equipment Co Battle Creek 
Mich., has improved its electric Sto 
way stand-up type, end-control fork 
truck to include easier steering, more 
efficient lifting 
and tilting mechanisms, positive hy 
draulic braking, and improved main- 
tenance accessibility. The improved 
Stoway now is available after exten- 
sive factory and field testing. Further 


hydraulic control of 


information is available from the com 
pany's Industrial Truck Division. 


54 


roots off 
immediately below the surface of the 


The new machine cuts 
ground, lifts beans from the soil, and 
deposits them in a clean, fluffy wind- 
row. It fastens quickly onto the rear 
of a three-plow tractor and is de- 
signed to cut and windrow four 28- 


inch spaced rows, 


Pallet Stacker Offered 
With Battery Power 


The Raymond pallet stacker origi- 
nally designed to plug into an elec 
offered with a 
12-volt battery-operated lifting motor 
and automatic built-in charger. De- 
signed to lift and stack 2,000-pound 
pallet loads, the stacker 
able base forks. Details are available 
from the 247-128 
Madison St 


trical outlet is now 


has adjust 


Raymond Corp., 


Greene, N. Y. 


New Metal Clamps Simplify 
Multiple Unit Packaging 
Packette Corp., 229 E. 
Ave, has announced a new packag- 
ing device to spur multiple unit sales 
method 


Wisconsin 


of canned products. The 
makes use of metal clamps to com- 
bine four or six cans into a firm unit. 
Retail 
clamps with a jar or can opener, When 
six cans are combined, openings in 
the clamps form a “‘take-home” 
handle. Both hand-operated and au- 
tomatic clamping machines are avail- 
able. 


customers can 


remove the 


Self-Contained Weightograph 
Features ‘Teleview’ Screen 


Howe Scale Co., Inc., Rutland, Vt., 
has developed a streamlined automa- 
tic weighing unit featuring projection 
type of weight Exact 
weight is flashed on a large wide- 
angle “Teleview” screen. Called the 
Self-Contained Weightograph, the 
unit is available with gross capacity 
of from 31 pounds to 2,400 pounds. 


indication. 


Belting Control Mechanism 
Good on Any Type Belting 


Knapp Mills Inc., 23-15 Borden 
Ave., Long Island City 1, N. Y., has 
developed a belting control mechan- 
ism for all types of conveying. Called 
the Guidler, it may be used for any 
type of belting, and serves as an 
idler as weli as a guide. It is also 
used for power transmission purposes. 


Automatic Weigher and Filler 
Added to Pack-Rite Line 


Pack-Rite Machines, 407 E. Michi 
gan St., Milwaukee, has added a new 
automatic weighing and filling ma- 
chine to its Holm line. Model A-TS 
VS, intended especially for bulky 
materials, is designed for bench or 
table mounting. The hopper is of alu- 
minum, and all other parts are stain- 
less steel. 
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Diamond Crystal 
Alberger Salt is 


America’s 
largest- 


selling 
High- 


Grade 
salt 


because... 


the exclusive Diamond Crystal Alberger 
System produces: 
Purity—99.95% Sodium Chloride. 


Uniformity maximum purity variation 
+0.01% 


each food product. 


. screened to a standard for 


Cleanliness—lowest insolubles of any 
commercial grade of salt. 


Low heavy metals —less than 1.5 part per 
million of pro-oxidants copper or iron. 


The premium gerade salt used by food processors 


For free consultation on choice 


and application of the right salt 


TECHNOLOGIST 
AT YOUR 
SERVICE 


wire or write: 
Technical Service Dept. E 
Diamond Crystal Salt Co. 
St. Clair, Michigan 
Phone—296 


DECEMBER, 1954 


for your food products—call, 


Get fast, sanitary, economical food processing 


with new Vibro-Clean Screen 


Fast, sanitary, and economical, Link-Bele Vibro-Clean 
Screens mean more efficient vegetable cleaning and 
dewatering. High-intensity vibration of stainless steel 
screen deck speeds operation, prevents blinding and clog 
ging of screen cloth 

Waste water is drained quickly. Absence of corners 
ind crevices eliminates food build-up .. . 
operation 


insures sanitary 


Learn about time-saving Vibro-Clean Screens from 
Folder 2435. Write for your copy today. 19,125-8 


am | 


pu 
VIBRO- CLEAN SCREENS 


LINK-BELT COMPANY: Fxecutive Offices, 307 N 
Michigan Ave., Chicego |. To Serve Industry 
There Are Link-Belt Plants and Sales Offices in 
All Principal Cities. Export Office, New York 7 
Canada, Scarboro (Toronto 14) 
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FOOD PACKER’S 
ANNUAL 
PRE-CONVENTION 
ISSUE 
PUBLISHED 


FEBRUARY, 1955 


Information Galore .. . 
for the Canner and Supplier! 


Editorially the Pre-Convention Issue will be a preview of all the 
convention activities, complete program of events and meetings, 
list of exhibitors and floor plan at Exhibition Hall. Beside our 
regular features, we will also have special messages from im- 
portant executives in the industry. 


Don’t forget the additional circulation and very high reader 
interest . . . also that your advertisement will be merchandised 
in your booth at the start of the show. These are a few of the 
plus factors to help make your advertising dollar go further at 
this time. Only in FOOD PACKER do you get these many ad- 
vantages. 


Now is the time to get your advertising order and copy to us 
for a complete selling job to this important industry. 


FOOD PACKER 


(More paid circulation among canners than any other magazine). 


139 North Clark Street Chicago 2, Illinois 
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Classified advertising 


Count 5 average words per line. Rate 65 
cents per line. Minimum charge $2.50. Cash 
with order, no discount allowed. 

“blind” 
address box and number shown care of 
THE FOOD PACKER 
139 N. Clark St., Chicago 2, Ill. 


When = answering advertisements 


For Sale—Machinery & Equipment 


FOR SALE: 1—Pneumatic Scale Packaging Line; 
4—Mojonnier S/S Vacuum Pans, 3’, 4’, 5’, 6’; 
3—712 Sweetland Filters, 48 bronze leaves 
monel covered on 3” c.c.; 1—S.W. 5’ x 10’ 
Stainless single drum Dryer; 1—Enzinger 
monel jacketed filter, 8 monel leaves; S/S 
Jacketed Kettles and Tanks; Filters; Label- 
ers; Mixers. Only a partial list. CONSOLI- 
DATED PRODUCTS CO., INC. #55 Garden 
Street, Hoboken, N.J., HO3-4425. N. Y. Tel. 
BA7-0600. Send us a list of your surplus ma- 
chinery 


FOR SALE: 50 Stainless Steel Tanks from 30 
gal. to 8000 gal. cap. (Some with mixers). 
40 Aluminum and Copper Storage Tanks up 
to 9000 gal. cap. 30 Stainless Steel and Stain- 
less Clad Steam Jacketed Kettles from 10 gal. 
to 500 gal. (Some with agitators). 

PERRY EQUIPMENT CORP., 1405 N. 6th Street, 
Philadelphia 22, Penn. 


Canned Meats for Export 


Well known importers and first-hand distribu- 
tors of canned meats, anticipating converti- 
bility of currencies, would like to contact 
manufacturers and shippers of American 
canned meats for import to England. 

Write or cable: Antony Worham Ltd., 19 East- 
cheap, London E.C.3, England. 

Cable: Pooshon Billgate, London. 


Male Help, Salesman Wanted 


HELP WANTED SALESMAN 


Broker wanted to sell resale book matches 
for a nationally known manufacturer, to gro- 
cery chains, wholesale grocers and other 
wholesalers. Excellent side-line with steady 
repeat business. Ideal for food broker seeking 
additional income. Write fully. 

Wholesale Division, Match Corporation of 
America, 3433-43 West 48th Place, Dept. FP, 
Chicago 32, Ill. 


Position Wanted 


SALES REPRESENTATIVE—Canada 


Looking for a full time sales representative 
for your products throughout Canada? Am 
well acquainted over period of years. Ap- 
preciate your full proposal. 

C. FERGUSON 
P. O. Box 173 Calgary, Canada 


DECEMBER, 1954 


headguanters for the 
Standard and Special Desigue 


CORROSION -RESISTANT 


KETTLES 


Available in sizes up to 500 gallon capacity 
to meet every processing need. Easy to clean 


and keep clean, they are practical and meet 


all sanitary regulations. All Lee kettles are avail- 


able with hydraulic cylinders where your own 


water 


line provides the necessary operating 


power to safely control tilting kettles and tilting 
agitators in agitator kettles 


Our 


new descriptive bulletins sent on request. 


LEE 


METAL PRODUCTS 
CO., INC. 


408 PINE STREET, PHILIPSBURG, PA, 


ALL LEE 


Weliman Preserves Win 
1954 Gold Medal Award 

Wellman, Peck & Co., San Francis- 
co, has been awarded the 1954 Gold 
Medal by the Consumer Reaction 
Council of the California State Fair. 
The award was presented for the 
company’s strawberry preserves, which 
rated a high consumer acceptance 
score of 97.2%. 

The company gave credit to the 
following raw-material suppliers: Ma- 
riani Frozen Foods, strawberries; 
American Crystal Sugar Co., sugar; 
Sunkist Growers, fruit pectin and le 
mon juice; Hazel-Atlas Glass Co., jars; 
White Cap Co., caps; and Lehman 
Printing Co., labels. 


College Inn Repeats Campaign 


Response was so excellent on the 
refund campaign run by College Inn 
Food Products Co., Chicago, in east- 
ern markets last spring that the offer 
was repeated on a larger scale dur- 
ing October and November. Newspa- 
per ads offering a 15c refund on 144- 
and 47-ounce “Family Size” chicken 
broth were run in 21 leading eastern 
markets. Consumers sent labels from 
the product directly to the company 
Further advertising in 
included 
sponsorship and spot announcements 


for refunds 


the Chicago area radio 


KETTLES ARE MADE TO A.S.M.E. 


CODE 


BURGEE 
CAN 
yp. CRUSHER 


the automatic answer 
to your 
can disposal problems 


® Handles any size or shape can up 
to 10” in diameter flattens cans 


to %" 


Eliminates costly storage and ship- 
ping space. 


Operates on 3 hp. motor - com- 
bines large capacity with low power 
consumption 


Get full details from 


F. H. LANGSENKAMP CO. 


229 East South St indianapolis 4, Ind 
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How They Got There 


William 
H. 


Sherman 


Empire State Secretary 


PLANNING FOR THE PROGRAM, entertainment, and com- 
fort of the more than 1,000 persons who will attend 
the annual convention of the New York State Canners 
& Freezers Association in Buffalo this month is indeed 
a big job. Yet it’s all part of the day’s work for William H. 
Sherman, able and quiet-spoken secretary of the Empire 
State association. 

Bill Sherman, the ex-farm boy who was appointed to 
his present position in 1947, is a well-known member 
of that often-unsung legion of men and women who, by 
the very nature of their jobs, have to be a composite 
of many persons: administrator, oranizer, diplomat, edi- 
tor and writer, politician, banker, mathematician, and 
just plain nursemaid. 

One day Bill may be at his desk, preparing a commodi- 
ty report. The next day he may be in Washington or 
Albany, protecting or promoting his association’s interests 
by matching wits with the nation’s smoothest politicians 
and lobbyists. Or on still another day, he may be effec- 
tively ironing out internal problems among his own mem- 
bership. 

Bill Sherman has a creditable record of accomplish- 
ment. An example is the legislation introduced by the 
association and other groups to stop the unfair gross 
receipts tax that canners and freezers had been paying 
grudgingly for many years simply for the privilege of 
doing business in New York City. Bill virtually camped 
on the state house lawn until the bill was passed by 
both assemblies strictly on party lines and was signed 
into law by Governor Dewey. 

While eastern newspapers wailed that the legislation 
would mean a “million-dollar loss to New York City,” 
Tommy Austern, National Canners Association's sprightly 
chief counsel, rose before the NCA board of directors 
and pinpointed Bill Sherman as the one man who did 
more than anyone else to effect this legislation, and 
declared that he deserved the thanks of food processors 
all over the U. S. 

Bill has seen his association’s membership grow from 
82 processors in 1947 to 104 today. These 104 firms 
operate 145 plants. The association has members in 
Michigan, Pennsylvania, Ohio, and Massachusetts. Like- 
wise, the associate membership has jumped from 68 in 
1947 to 144 today, Sherman gives generous credit for 
this rapid growth to his own membership and especially 
the hard-working committees of the association. “I oper 
ate on the theory that the only commodity a trade asso- 
ciation has to sell is service,” he says. “If members feel 
they are getting service for their dollars invested, they 
will continue to be loyal and will even solicit new mem- 
bers.” The membership record speaks for itself. 


Many services to the membership have been started 
or expanded under Sherman’s direction. The bulletin serv- 
ice is highly regarded. Also unique among associations 
of this kind is the very active committee setup whereby 
nearly every member participates in the yearly program. 
Its agricultural and education committees are regarded 
by many as the strongest and most influential in the 
nation. Three years ago the association added the word 
“Freezers” to its name, thereby becoming the first food 
trade group to recognize the important freezing industry. 
Other state associations subsequently changed _ their 
names, too. 

The association’s annual fieldmen’s school and mold 
count school are two of the oldest such schools in the 
nation. In recent years a school for plant managers has 
been established, along with special conferences on safe- 
ty and sanitation problems. Under the guidance of the 
agricultural committee, a three-year short course for 
fieldmen was established at Cornell University for training 
fieldmen in many of the basic technical problems in 
agriculture. The New York association is showing great 
interest in the development of the mechanical corn pick- 
er, mechanical bean picker, mobile pea viner, and other 
labor-saving devices that, when perfected, will literally 
revolutionize harvesting of crops grown for processing. 

Another highly successful project started by Sherman 
was the “Empire State Marketer,” an informative and 
excellently done monthly publication that is doing a 
splendid job of promoting New York State’s processed 
foods among the trade. This publication goes to more 
than 1,600 buyers and brokers within the area serviced 
by New York processors. 

Bill Sherman grew up on a farm near Webster (a 
suburb of Rochester) and was graduated in agricultural 
education from Cornell. He was a natural leader in 
student affairs there. Later, during his eight years of 
agricultural teaching at Fillmore and Albion high schools, 
his students won about every scholastic award that was 
available. He served with distinction as labor consultant 
for the New York association for three years prior to his 
appointment as its full-time secretary. 

While teaching at Fillmore, he married Ellen Olson and 
now lives in Victor, N. Y., with a quartet of good-looking 
girls: his wife and three daughters, Carole, 12; Judy, 10; 
and Janet, 8. His major hobbies are fishing and growing 
flowers. Apparently few people can vouch for his prow- 
ess with the fishing pole, but the well-filled flower vases 
he keeps in his Rochester office demonstrate his superb 
ability as a gardener. 

Civic organizations have tapped Sherman to fill im- 
portant offices many times in the past 15 years, and 
he has served them with the same enthusiasm he dis- 
plays as association secretary. Within the industry, he 
is past president of the Association of State and Regional 
Secretaries. 

Ed Burns of the Alton Canning Co., Alton, N. Y., and 
one of Bill’s personal friends, describes him as being 
always at ease, whether at work or at social functions. 
“Bill has a personality that fits every walk of life,” Burns 
says. “He runs one of the largest sectional canners’ meet- 
ings with diplomacy and precision. He is apt with all 
details, and is always a willing and sociable host. Many 
of us admire his natural ability to meet and become 
acquainted with people in a matter of minutes. As a 
non-drinker and non-smoker, he has the rare flair for 
carrying himself with dignity and stature at cocktail 
parties and nightclubs which he must, by necessity, visit.” 

Veteran members of the 69-year-old New York State 
Canners & Freezers Association will tell you that its long 
life and consistent growth have been due largely to the 
fine caliber of its secretaries. They're especially proud 
of Bill Sherman. 
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ASGROW GOLDEN 50 


The best all-around hybrid we have yet introduced for 


canning and freezing, as indicated by extensive tests 


LOOK! 


Plants: clean, with few suckers, very 


Kernels: narrow, nicely rounded, 
resistant to heat, drought and wilt 


lustrous yellow, hold long 
Ears: 


7”-9” long, 12-16 rows, high on stalk Cut off: spectacularly high 


ASSOCIATED SEED GROWERS, Inc. 


Breeders and growers of vegetable seeds since 1856 


Main Office: New Haven 2, Conn. 
Cambridge, N.Y. 


Memphis 2 « 


Atlanta 2 


¢ Exmore, Va. 


e Oakland 4 


Indianapolis 25 
e Salinas e 


* 
Milford, Conn. 


Oxnard, Calif. 
San Antonio 11 
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Canning Glasspacking Freezing 


The 1954 corn pack totaled 36,761,013 actual cases, reports 
the National Canners Association. This compares favorably with 
the 1953 pack of 36,244,595 cases; it does not include corn 
on-the-cob. Breakdown shows 4,262,783 cases of white corn 
and 32,498,230 of golden . NCA also reports a smaller can- 
ned peach pack of 20,941,303 actual cases in 1954, down from 
24,212,709 in 1953 


Preliminary report of the 1954 California frozen lima bean 
pack shows an mcrease ol about 10 ith baby lim is, a ce cTease 
of about 9% in Fordhook limas, according to Western Frozen 
Food Processors Association, Baby limas totaled 16,714,108 
pounds in 1954, as against 15,143,367 in 1953. Fordhook limas 


totaled 56,044,501 pounds, compared to 61,795,452 last year 


The 1954 production of 10 important vegetables for proc- 
essing is estimated at 5.55 million tens, according to the Crop 
Reporting Board, U. 8. Department of Agriculture. This com 
pares with 6.38 million tons harvested last year and an averag 
of 5.56 million tons for the 1943-52 period. Tonnages of green 
peas, spinach, and tomatoes are less than average, but this 
is nearly offset by above-average production for each of the 
other seven crops for which estimates are available. A record 
high production of snap beans is estimated for 1954; for other 
crops less tonnage is estimated than in 1953 


Standards of identity of 40 canned vegetables will be amend- 
ed to include monosodium glutamate as an optional seasoning 
ingredient. An order to this effect was published in the Federal 
Register for November 6, effective 60 days thereafter. When 
MSG is used, the label must bear the statement Monosodium 
Glutamate Added” or “With Added Monosodium Glutamate 
The vegetables covered by the new amendment are peas, green 
beans, wax beans, corn, field corn, artichokes, asparagus 
shelled beans, bean sprouts, lima beans, beets, beet greens 
broccoli, brussels sprouts, kale mushrooms mustard greens 
okra, onions, parsnips, black eye peas, field peas, green sweet 
peppers, red sweet peppers, pimientos, potatoes, sweet pota 
toes, rutabagas, salsify, spinach, Swiss chard, truffles, turnip 


greens, and turnips 


The start of operations of one of the nation’s most modern 
food-processing plants has been announced by Herbert F. 
Krimendahl, president of Stokely-Van Camp, Inc. The new 
plant, in San Jose, Calif., will pack frozen foods for the com 
pany’s Pictsweet division under the direction of K. M. Eberts, 
California production manager. The new, one-floor plant houses 
permanent processing lines, thus equipped to handle a variety 
of products according to crop season. Freezing facilities in 
clude eight freezing tunnels, operating at 22°, with a ca 
pacity of from 6 to 15 tons per hour. Because of the wide 
range of fruits and vegetables for processing available in th 
San Jose area, the new facilities will operate about 255 day 


yeal 


The variety of canned foods produced in Georgia is one of 
the distinctive phases of the canning industry of the region 
according to George B. Morrill Jr., NCA vice-president. Ad 
dressing the annual meeting of the Georgia Canners Associa 
tion December 3, Morrill pointed out that “Georgia's 48 firms 
operating 54 canneries, engage in the canning of no less than 
107 different canned items.” He stated that Georgia canner 
offer a good and growing market for the state’s farmers, pur 
chasing in vegetables alone about $3% million a year. Thi 


Mid-Month 


NEWS 
LETTER 


December 15, 1954 


figure, he said, has risen almost 10 times in the last 20 vears. 
In one canned specialty—pimientos—Georgia is the outstanding 
leader, canning the output from 20,000 acres, or “about three- 
fourths of the total for the nation.” Morrill urged canners to 
apply to other canned products the same leadership in produc 
tion and merchandising they have demonstrated with pimientos. 


Speaking at the annual meeting of the Michigan Canners and 
Freezers Association December 2, Carlos Campbell, NCA 
executive secretary, asserted that marketing is the sum total 
of all activities designed to satisfy the consumer. He took 
issue with specialists who limit their concept of marketing to 
selling, merchandising practices, or advertising, and fail to 
include studies of consumer demand, * Che consumer 1s boss,” 
he said. “There is no truer concept of marketing than that of 
seeing that her wishes are fulfilled 


Emphasizing the importance of the canning industry as a 
marketing outlet for farmers’ crops, NCA President E. E. 
Willkie stated that more than 300,000 tons of tomatoes are 
produced every year in Indiana, of which 96° to 97% are 
canned, Willkie, speaking before the fall meeting of the 
Indiana Canners Association last month, pointed out that in 
1953 the canning industry bought and packed 6,545,000 tons 
of the 11 vegetables on which the USDA keeps acreage and 
production records whereas only 3,412,000 tons of these 
crops were harvested for fresh market. Of the total tonnage 
of all vegetables grown in this country, last year the amount 
canned came to about 40 he said 


Willkie also addressed the 5Ist annual convention of the 
Tri-State Packers’ Association, December 2, and the annual 
meeting of the Maine Canners Association, December 7. He 
predicted a rise of 18 to 20 in food consumption within 
the next 10 years Population growth alone will create a 15% 
rise in total food consumption he stated And, with its 
relatively high income, the trend in America is to eat more 
These factors combined could see the demand for food in 
creasing In the next dec ice by 18°) to 20° Willkie called 
for a continuance of “the industry’s skill in both production 
ind, selling” to insure the importance of canned foods in the 


nation’s food economy 


The P. J. Ritter Co., Bridgeton, N. J., recently celebrated 
its first century in business under one-family ownership and 
management. A centennial luncheon was held in New York 
City on November 30, commemorating the company’s humble 
beginning in Grandma Ritter’s kitchen in 1554, and citing its 
growth to a manutacturer ot food specialties marketed from 
coast to coast. President William H. Ritter Jr. discussed poli 
cies for 1955. Distinguished guests at the luncheon included 
Gen, Lucius D. Clay, chairman of the board of Continental 
Can Co., Inc.; Carl R. Megowen, president of Owens-Illinois 
Glass Co., Inc.; Robert S. Solinsky, president of National Can 
Corp., and William C. Stolk, president of American Can Co, 
Robert W. Lore, Ritter sales manager, was toastmaster 


Phe USDA has purchased 150,000 cases of 24/2 cans of 
{ S. Fancy a ice ural etruit ecoons at an average price of 
$3.34 per case The rapefruit, all from Florida processors 
will be delivered fror cember 20-February 12 to schools 


participating in the National School Lunch Program. 


Pickle salesmanship will be stressed at the winter meeting 
of the National Pickle Packers Association on Feb. 18, 1955 





according to William R. Moore, NPPA secretary. Key speakers 
will highlight the theme. Picklers will “premiere” a new 
movie entitled “How To Sell Quality,” to be released by 
Dartnell Corp. a few weeks before the meeting. Historical 
papers on the development of the pickle industry will be pre- 
sented by Harry Hirsch, Glaser, Crandell Co., and Willem 
Spyer. 


Ninety-one technical service representatives from the eastern 
and Canadian divisions of Oakite Products, Inc., gathered 
together at New York’s Statler Hotel in November to share 
industrial-cleaning experiences and to hear company chemists 
describe the properties of materials recently introduced. Simi- 
lar conferences have been held in St. Louis and Los Angeles, 
in which 125 representatives from the company’s other divi- 
sions took part. 


Plans for the Klenzade 18th educational seminar to be held 
March 24-26 at French Lick Springs Hotel, French Lick, Ind., 
are now under way. The program, featuring the country’s 
leading scientists and leaders in sanitation education, is to 
include several general topic classifications such as sanitation 
chemistry, sanitation bacteriology, corrosion of food equip- 
ment, special cleaning procedures, canning-plant sanitation, 
food-processing plant sanitation, and institutional sanitation 
Registrations at the 1953 seminar well exceeded 500, and an 
even larger number of registrants will be present at French 
Lick, according to Klenzade Products, Inc. 


“Selling on smell may sound funny, but it still makes a lot 
of sense.” This chance remark, made by A. J. Bischman, 
president of Consolidated Food Processors, Inc., during the 
annual meeting of the NPPA, may prove to be a successful 
merchandising idea. Bischman, speaking on “Merchandising 
Trends Affecting Pickles,” told of a grocer reporting the fall of 
a jar of pickles from a shelf. “The aroma from that broken jar 
sold 10 jars of pickles before the owner was able to clean his 
floor,” he said. Bischman suggested that retailers might be 
wise to open one or two fresh jars or packages at their pickle 
shelves each day. The effect of the aroma on potential cus 
tomers could be an extremely positive sales factor 


The Processed Apples Institute, Inc., has released a new 
second series of quantity recipes for the use of restaurants, 
hospitals and other institutions. Twenty recipes are included 
in this new series. They employ ready-prepared apple sauce 
canned apple slices, and apple juice in appetizers, entrees, 
relishes, salads, quick breads, vegetables, and desserts. They 
make use of the No. 10 institutional pack of apple sauce 
and slices and of the 46-ounce containers of apple juice, and 
have been restaurant-tested for quantity service and consumer 
acceptance. The first packet, for which there has been a steady 
demand, was introduced in 1952, reports PAI. 


Financial News: Consolidated Foods Corp. reports sales for 
the 16-week period July 1, 1954 to Oct. 16, 1954 amounting to 
$62,353,751 compared with $72,099,099 for the same _pe- 


riod last year. Net profit for the period amounted to $570,598 
compared with $705,480 for the same period last year. 


Industry Briefs: Hazel-Atlas Glass Co., Wheeling, W. Va., 
has announced the appointments of E. F. Westwood as district 
sales manager in Chicago, M. C. Robinson as district sales 
manager in Pittsburgh, and S. W. Keller as district sales man- 
ager in Cincinnati Food Machinery and Chemical Corp., 
Niagara Chemical Division, has appointed Dr. Curtis L. Mason 
to the post of assistant manage National Baby Week 
has been set for April 30-May 7 Owens-Illinois Glass Co., 
Toledo, plans to open a sales branch in Yakima, Wash., about 
January 1, J. E. Humphrey will manage the new branch 
La Choy Food Products, Archbold, Ohio, has announced the 
winner of its annual national sweepstakes contest for brokers 
Gordon-Tarpley-Shearer of Dallas, Tex . . Dole Hawaiian 
Pineapple Co., has consolidated its sales and California pro- 
duction divisions into a new office and warehouse building in 
San Jose, Calif 


James McGowan Jr., chairman of the board of Campbell 
Soup Co., Camden, N. J., has been named a trustee of the 
Drexel Institute of Technology, Philadelphia . . . Roland Tog- 
nazzini has been elected chairman of the board of Rosenberg 
Bros. & Co. Inc., San Francisco, a subsidiary of Consolidated 
Foods Corp. . . Dr. Harry F. Dietz, 63, manager of the agri- 
cultural chemical research section of Du Pont’s Grasselli Chem- 
ical Dept., died Sept. 4 of a heart attack (See FOOD 
PACKER’S “How They Got There” story on Dr. Dietz, De- 
cember 1952) . Ozark Canners Association will hold its 47th 
annual convention March 10-11 at the Colonial Hotel in 
Springfield, Mo. . . Grocery Manufacturers of America, Inc., 
elected the following officers at its annual meeting: president 
Paul S. Willis, New York (re-elected); Ist vp. Paul S, Gerot, 
Pillsbury Mills, Inc., Minneapolis; 2nd vp. W. H. Vanderploeg, 
Kellogg Co., Battle Creek, Mich.; 3rd vp. Walter S. Shafer, 
Armour & Co., Chicago . . 


Legal closing of the sale of American Paper Goods Co., Ken- 
sington, Conn., to Continental Can Co. has been announced 
The two American plants at Chicago and Kensington will be 
operated as part of Continental’s paper container division 
Schuckl & Co., Inc., Sunnyvale, Calif., has won the 1954 award 
by Management Methods magazine as having the best inte 
grated general offices in a suburban location T. Stanley 
Gallagher has been appointed director of marketing of the 
Crown Cork & Seal Co., Inc., Baltimore Lloyd C. Belli- 
sime, vp. of Gentry Div., Consolidated Foods Corp., Los An- 


geles, was promoted recently to executive vice president 

Frank G. Barnum has been appointed manager of H. J. Heinz 
. Sam M. Ballard has been named 
executive vice-president and general manager of Geyer Ad- 


Co.'s western sales area 


vertising agency, succeeding Harold H. Jaeger . . . C. H. Mus- 
selman Co., Biglerville, Pa., recently honored 138 pensioners 
at a banquet held in the company’s cafeteria The assets 
and business of the Globe Steel Tubes Co., Milwaukee, have 
been purchased by the Babcock & Wilcox Co., New York 
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